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reditorial _ 

When  tragedy  strikes, 
reporting  shines 

Boston  explosions  remind  us  that 
news  transcends  the  medium 


I  first  heard  about  the  April  15 
attack  on  the  Boston  Marathon 
as  I  was  reviewing  the  announce¬ 
ment  of  this  year’s  Pulitzer  Prize 
winners,  timing  that  now  seems  fitting 
since  there  will  likely  be  Pulitzer-wor¬ 
thy  material  generated  from  coverage  of 
the  explosions. 

As  a  news  consumer,  my  hunger  for 
information  about  the  tragedy  was 
instantaneous  and  insatiable.  More 
importantly,  that  hunger  didn’t  dis¬ 
sipate  after  viewing  one  website,  or 
even  after  I  went  home  and  spent  the 
evening  with  my  family.  The  in-depth 
and  locally  angled  pieces  published  the 
next  morning  and  for  weeks  following 
were  just  as  critical  as  social  media  and 
breaking  news  alerts  had  been  on  the 
day  of  the  disaster. 

This  struck  me  as  pertinent,  because 
for  quite  some  time  now,  newspapers 
have  been  roiled  in  discussions  of  what 
should  come  first.  Print  first,  mobile 
first,  digital  first,  audience  first  —  all 
have  become  both  company  slogans  and 
rallying  cries  of  modern  media.  That 
one  department  should  take  priority 
over  the  rest  of  the  business  is  now  a 
commonly  held  belief  among  many 
well-respected  newspaper  executives. 

But  what  the  Boston  Marathon  bomb¬ 
ings  showed  us  is  that,  when  it  comes  to 
addressing  our  current  challenges,  we’ve 
been  asking  the  wrong  question. 

It  doesn’t  matter  which  element  a 
newspaper  puts  “first.”  In  times  of  crisis 
and  disaster,  what  matters  is  total, 
unequivocal  coverage.  We  can’t  afford  to 
give  any  one  medium  priority  over  the 
others,  because  readers  are  looking  for  as 


much  information  as  possible  from  eveiy 
medium.  After  the  bombings,  papers 
lacking  a  Tuesday  print  edition  were 
just  as  disadvantaged  as  those  lacking  a 
strong  Twitter  presence. 

On  the  day  of  the  blasts,  digital  media 
played  a  critical  role  in  reporting  the 
tragedy  as  facts  became  available:  What 
happened?  How  many  were  injured? 
Who  witnessed  it?  Was  there  any  other 
j  threat?  Who  was  responsible?  It  also 
i  helped  in  the  equally  important  task  of 
j  debunking  false  information, 
i  The  next  morning,  a  scan  of  Newseum’s 
j  collection  of  front  pages  fi'om  around 
j  the  country  yielded  a  dramatic  array 
I  of  banner  headlines,  haunting  images, 

I  local  angles,  quotes  from  multiple  wit- 
j  nesses  and  law  enforcement  officials,  all 
I  converging  in  the  type  of  pithy  narrative 
j  that  requires  more  than  140  characters 
!  to  effectively  convey. 

1  When  news  of  this  magnitude  breaks, 
j  newspapers  can’t  prioritize  any  one 
I  method  of  coverage  over  the  others;  they 
I  need  to  do  it  all  and  they  need  to  do  it 
j  well.  With  few  exceptions,  newspaper 
I  coverage  of  the  tragedy  in  Boston  has 
j  been  exceptional  on  all  platforms,  if  only 
!  because  the  tragedy  struck  an  event  that 
!  already  had  a  large  number  of  joumal- 
i  ists  in  place. 

i  This  blanket  coverage  shouldn’t  end 
!  when  the  streets  are  swept  clean  and 
I  everyone  goes  home  for  the  night. 

I  Digital,  print,  social,  and  mobile  must 
I  all  have  an  equal  stake  in  coverage,  and 
j  budget-cutting  execs  should  take  note 
I  that  having  paid  staff  members  on  the 
j  scene  is  still  the  best  way  to  achieve  that 
i  result.  —  KA 
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Need  a  New  One  ? 


AUTOMOTIVE 
VERTICAL  PLATFORM 


AutoConX  \s  your  answer!  We  have  a  robust,  yet  affordable, 
turn-key  solution  that  will  put  you  in  the  driver’s  seat  with 
your  local  automotive  dealers  -  just  as  we  have  already 
done  for  hundreds  of  papers  throughout  the  U.S. 

Our  entire  system  is  designed 
by  print  publishers,  for  print  publishers. 


AutoConX 


SYSTEMS 


Go  ahead,  kick  our  tires. 
You’ll  be  glad  you  did. 


autoconx.com  800-944-3276 
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Illustration  by  Jared  Boggess 


More  Ways  Newspapers 
Use  Pinterest 

During  a  training  session  I  did  earlier  this 
year  for  a  statewide  newspaper  associa¬ 
tion  in  the  U.S.,  I  explained  many  other 
ways  that  newspapers  are  using  Pinterest 
(“Pinned  by  Police,”  March  2013). 

They  include: 

■  A  way  to  introduce  new  staff  members. 

■  In  conjunction  with  paid  advertisers, 
such  as  Realtors. 

■  Pinning  photos  of  enticing  recipes 
from  the  Food  pages. 

■  Encouraging  readers  to  post  decades- 
old  photos  of  the  circulation  area. 

This  is  a  fabulous  way  to  get  readers 
involved  and  commenting. 

JOAN  STEWART 

Submitted  on  editorandpublisher.com 

Reading  the  Paper-Paper 

I  like  sitting  down,  drinking  a  cup  of  coffee, 
and  reading  the  real  paper-paper  (Produc¬ 
tion,  March  2013).  In  Europe,  we  all  do  it  I 
would  hate  to  see  that  go  away.  I  have  been 
a  photojoumalist  and,  yes,  our  industry  is 
dying  too,  thanks  to  Google,  Facebook,  and 
other  places  where  people  put  their  images 
up  for  free  so  they  can  be  taken  and  used  for 
free.  Thanks  to  the  digital  world,  my  job  has 
gone  down  the  tubes.  Have  you  ever  seen 
so  many  photojoumalists  offer  workshops? 
Ha.  It  is  a  changing  world.  But  I  must  say 
the  quality  of  images  is  not  as  good  as  it  used 
to  be.  Thank  you  for  publishing  this  article. 

I  had  the  feeling  that  the  printing  industry 
was  having  pains  as  well.  I  just  did  not  know 
how  many  people  were  involved.  Believe  me, 
if  I  could,  I  would  start  a  print  papier  for  you 
and  use  real  photojoumalists  too. 

SUSAN  BRANNON 

Submitted  on  editorandpublisher.com 


Unhappy  Reader  in  San  Diego 

I  canceled  my  subscription  to  the  U-T 
San  Diego  when  I  could  easily  pick  out 
the  bias  in  the  reporting.  An  example 
would  be  a  front-page  story  reporting 
on  how  thousands  of  teachers  received 
notice  that  they  may  be  terminated  if 
taxes  are  not  raised,  yet  the  story  does 
not  mention  that  the  last  time  similar 
notices  were  sent  out,  fewer  than  100 
teachers  were  actually  terminated. 
Leaving  out  that  key  piece  of  informa¬ 
tion  showed  me  the  bias.  I  will  not  even 
accept  the  one-month  free  subscrip¬ 
tion  that  I  am  offered  when  I  visit  the 
grocery  store.  Maybe  I  missed  it  when 
I  walk  by  the  newspaper  machine,  but 
when  is  the  last  time  there  was  a  front¬ 
page  investigative  news  story  about  our 
l60-trillion-dollar  deficit?  No,  that’s 
not  news,  but  Dan  Rather  gets  some 
false  documents  regarding  George 
Bush,  and  that’s  news.  Why  is  it  that  the 
objectivity  of  news  reporting,  or  lack 
of  it,  is  not  considered  a  factor  in  the 
newspaper  industry’s  decline  (New- 
sosaur,  Febmary  2013)?  It  has  been 
many  years  since  I  wasted  my  money  on 
a  newspaper,  but  I  am  happy  to  know 
that  I  will  live  long  enough  to  purchase, 
frame,  and  hang  in  my  office  the  last 
print  copy  of  the  U-T  San  Diego.  When 
that  newspaper  shuts  down  I  will  be 
first  in  line  to  get  that  last  edition. 

BILL  D. 

Submitted  on  editorandpublisher.com 

Share  What  We  Know 

From  a  purely  cold,  objective  stand¬ 
point,  publishing  in  print,  online,  or 
on  the  air  the  name  and  information 
about  an  accused  killer  is  our  job  —  it  is 
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what  we  do  (Critical  Thinking,  Febru¬ 
ary  2013).  In  2013,  those  who  are  social 
network-sawy  have  many,  many  ways 
of  learning  this  information.  People  no 
longer  have  to  rely  on  the  established 
press  for  their  news  and  information. 
However,  most  people  still  rely  on  us 
for  accurate  information.  That  places  a 
responsibility  on  us  in  tbe  established 
media  to  share  with  readers  what  we 
know,  as  accurately  as  we  can,  and  as 
quickly  as  we  can.  If  an  accused  killer 
is  charged  by  police  with  the  crime, 
all  that  information  is  public  record 
and  available  for  all  to  see.  It  would  be 
negligent  of  us  to  withhold  it.  I  also  can 
imagine  many  people  wondering,  “What 
is  the  media  trying  to  hide?”  by  not 
releasing  the  person’s  name.  If  the  ac¬ 
cused  dies  in  the  incident,  I  agree  that 
it  is  even  more  important  to  get  infor¬ 
mation  —  accurate  information  —  out 
to  the  public  quickly  to  begin  explaining 
why  such  a  horrible  act  could  occur  and 
what  would  lead  the  person  to  commit 
such  a  crime.  Each  time  we  explain  the 
possible  reasons  for  such  a  tragedy,  I 
would  hope  that  explanation  serves  to 
educate  and  help  prevent  such  an  act  in 
the  future. 

GARY  BROCK 

Submitted  on  editorandpublisher.com 

School  Board  Reporters 
Few  and  Far  Between 

Congratulations  to  Tim  Crews  (“Fighting 
the  Good  Fight,”  March  2013)  for  stand¬ 
ing  up.  Few  publications  even  attempt 
to  cover  school  districts  anymore.  He 
deserves  commendation  for  defending 
the  public’s  right  to  know. 

DIANE  NEWMAN 

Submitted  on  editorandpublisher.com 
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PRINT  PROFITABILITY 

The  Advantage  of  Color 


If  you  could  PRINT  better 
quality  color... 

faster,  more  consistently, 
economically  and  with  less  waste... 


Could  you 


SELL 


more  color? 


Color  sells. 

Better  quality  color  sells  even  more. 
And  with  effective  color  management, 
the  profitability  of  printing  color 
is  brighter  than  ever  for 
newspaper  printers  like  you. 


Southern  Lithoplate,  through  our 
SbP  Strategic  Alliance  partners 
Presteligence  and  X-Rlte  Pantone, 
offers  dynamic  solutions  that  can 
help  you  sell  more  color  and  capture 
more  profits  from  color.  Here’s  how: 


Color  that  jumps 
off  the  page! 


Color  that  matches 
your  customers’  color 


Presteligence’s  NewsXtreme  and  Ink  Presetting 
tools  with  SLP’s  Viper  830®  thermal  and 
Replica  HSV  violet  plates  are  optimized  to 
deliver  quality  your  customers  will  pay  mpre  for. 

Color  makeready  made 
faster,  less  wasteful 

InkMiser  from  Presteligence  optimizes  ink 
densities,  IntelliTrax  from  X-Rite  Pantone  • 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 


X-Rite  Pantone’s  Capsure  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 

Personal  service,  24/7  tech 
support,  dedication  to  print 

Southern  Lithoplate  and  its  Strategic 
Alliance  partners  can  help  make  a 
difference  in  your  organization’s  prepress 
and  pressroom  performance.  Complete 
solutions  that  demonstrate  our  dedication 
to  print  and  to  your  printing  profits. 
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>Look  Ahead 


News,  Reimagined 

Circa  application  delivers  stories  mobile  first 

By  Nu  Yang 


ftithh  mpkirer  Sir  Ranulpb  Fiennes 
left  Cape  Town  on  a  ship  bound  for 
Ancarctira  on  |an.  7.  When  he  and  bis 
six  nenon  team  arrive  in  two  weeks, 
iheyll  attempt  the 
never-befoie-acaMnptished  task  of 
traversing  4,000  km  across  the 
continent  during  the  pobt  winter. 


France  launches  airstrike  against 
rebels  in  Mali 

Fnnre  Umraed  «  atnmbr  MWBW 
ifbris  in  Mah  oe  Fnday.  Me.  n.  f  te_ 

Fundernsnlaluts  fight  ‘wacky,’ 


Morgan  Stanley  plarts 


.  ie  » 

>S 


Super  Dowl:  Baltimore  beats 
San  Francisco  34  31 


Monopoly  retires  the  iron, 
replaces  with  fan  voted  toker^ 

circa  ^to«y/pub(K -picks  ri 


AS  more  people  turn  to  their  phone  for 
news,  Circa  is  making  mobile  news  more 
structured.  Launched  in  October  2012,  the  free 
iPhone  application  breaks  down  news  stories 
into  their  “atomic  elements.” 

“The  facts,  quotes,  images,”  explained  Circa  director  of 
news  David  Cohn.  “The  idea  is  to  thread  the  story  together 
instead  of  writing  a  new  article.”  Circa’s  editors  tell  the 
news  in  a  personalized,  intuitive  way  by  presenting  only  the 
main  facts  with  each  update. 

Cohn  said  when  co-founder  Ben  Huh  was  following  news 
about  the  Japanese  tsunami  in  2011,  he  frequently  ran  into 
articles  that  repeated  the  same  information.  Huh,  along 
with  chief  executive  officer  and  co-founder  Matt  Galligan, 
began  rethinking  news  for  the  mobile  phone,  espiecially 
when  it  came  to  structure  and  delivery  format. 

“News  now  is  generated  on  the  Web  or  print  and  then 
trickles  down  to  mobile,”  Galligan  said.  “We’re  changing 
how  news  is  presented  by  making  native  news  mobile  first.” 

With  Circa,  readers  can  follow  stories,  so  that  when  the 
story  is  updated  with  new  facts  or  images,  a  notification 
is  sent.  The  reader  can  go  directly  to  that  latest  update 
without  rehashing  through  old  material  or  reading  re¬ 
peated  information. 

A  custom  content  management  system  allows  editors 


to  update  stories  as  needed,  an  especially  handy  feature 
for  covering  breaking  news.  Cohn  said  Circa’s  writing  is 
original,  but  sources  are  cited  at  every  point.  Readers  can 
also  share  stories  on  Facebook  and  Twitter.  Cohn  said  they 
have  the  option  of  sharing  the  entire  story  or  just  a  specific 
quote  or  image. 

What  distinguishes  Circa  from  other  news  readers  is  that 
Circa  creates  its  own  content,  rather  than  relying  on  an 
algorithm  or  staff  members  to  curate  the  news.  Another 
standout  feature  is  the  ability  for  readers  to  follow  a  story, 
which  Cohn  said  is  more  manageable  than  the  “information 
overload”  of  following  hashtags  on  Twitter. 

Down  the  line,  Cohn  said  it  may  be  possible  for  Circa  to 
partner  with  newspaper  publishers  to  create  their  ovm  nevre 
feed.  Galligan  said  he  sees  Circa  making  newspaper  longform 
stories  more  accessible  to  readers.  “We’re  exploring  new  ways 
to  tell  stories,”  he  said.  “(Newspapers)  can  either  learn  from 
our  benefits  or  from  our  mistakes.” 

With  an  Android  app  already  in  the  works,  Cohn  said  the 
company’s  goal  is  to  completely  redesign  the  mobile  news 
landscape.  “We  see  ourselves  as  the  CNN  for  mobile,”  he 
said.  “We’re  not  just  putting  a  stoiy  on  mobile  and  calling  it 
a  day  or  squeezing  news  onto  a  smaller  screen.  Everything 
can  be  rethought  for  the  mobile  experience.” 

For  more  information,  visit  cir.ca.  ■ 
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A  Day  Without  News? 

Campaign  focuses  on  protecting  journalists  in  dangerous  areas 


A  group  of  interna¬ 
tional  journalists 
has  come  together 
to  form  an  initiative 
called  A  Day  Without  News?  - 
a  grassroots  campaign  whose  goal 
is  to  see  the  successful  prosecution 
of  war  crimes  committed  against 
journalists,  and  to  increase  public 
awareness  and  support  from  within 
the  media  community.  Coined 
by  Vanity  Fat  creative  develop¬ 
ment  editor  David  Friend,  A  Day 
Without  News?  poses  a  question: 
What  would  the  world  look  like  if  it 
became  too  dangerous  for  journal¬ 
ists  to  do  their  jobs? 

"There  would  be  no  coverage 
of  events,  and  the  world  at  large 
would  not  benefit  from  vital  infor¬ 
mation  gathering  atrocities,  and 
events  could  go  unreported,”  said 


I  Aidan  Sullivan,  a  key  supporter  and 
;  campaign  organizer.  Sullivan  is  vice 
i  president  of  photo  assignment  with 
j  Getty  Images,  U.K. 
j  The  campaign  launched  Feb,  22, 

I  the  one-year  anniversary  of  the 
I  deaths  of  correspondent  Marie  Col- 
I  vin  and  photojournalist  Remi  Ochlik 
j  in  Syria.  According  to  Sullivan,  the 
I  launch  was  seen  by  an  audience  of 
'  121  million  people  due  to  television 
j  and  social  media  coverage. 

I  The  Committee  to  Protect  Jour- 
j  nalists,  a  partner  in  the  initiative, 

I  reports  that  since  1992, 978  jour- 
j  nalists  have  been  killed  worldwide. 
I  In  addition  to  CPJ,  A  Day  Without 
News?  has  partnered  with  Re¬ 
porters  Without  Borders,  Human 
Rights  Watch,  and  other  organiza¬ 
tions  to  bring  these  issues  to  light. 
The  United  Nations  has  pledged  its 
support  for  the  campaign  through 


a  video,  calling  for  the  safety  of 
journalists  everywhere. 

Anyone  can  join  the  campaign 
by  visiting  adaywithoutnews.com 
and  pledging  their  support  online. 
The  campaign  has  also  targeted 
social  media  with  designated  Twitter 
hashtags  and  tweets  to  help  spread 
the  campaign  virally. 

Over  the  next  12  months,  orga¬ 
nizers  plan  to  meet  with  multiple 
governments  to  push  policy  and 
diplomacy  in  order  to  fight  against 
impunity.  The  group  also  wants  to 
partner  with  educational  institu¬ 
tions  to  identify,  investigate,  and 
ultimately  prosecute  cases  in  which 
journalists  and  media  personnel 
have  been  targeted  and  killed. 

"We  would  like  to  continue  to 
raise  awareness,  to  see  an  end 
to  impunity,  a  more  robust  U.N. 
resolution  that  would  give  more 
protection  to  journalists  working  in 
areas  of  conflict,  and  ultimately  the 
prosecution  of  those  guilty  of  mur¬ 
dering  our  friends  and  colleagues," 
Sullivan  said. 

Sullivan  said  when  a  journal¬ 
ist's  life  is  in  danger,  he  wants  "the 
perpetrators  (to)  think  twice  about 
harming  them,  because  it  would  be 
widely  known  and  accepted  that  it 
would  be  a  war  crime  to  do  so,  and 
that  those  responsible  would  be  held 
to  account  for  their  actions.”  -  NY 


“We  would  like  to  continue  to  raise 
awareness,  to  see  an  end  to  impunity.” 

^Aidan  Sullivan 
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Raise  a  Pint 

The  Coloradoan  celebrates  140th 
birthday  with  anniversary  brew 


To  celebrate  its  140th  an¬ 
niversary  on  April  26,  The 

Coloradoan  in  Fort  Collins, 
Colo.,  partnered  with  local 
business  Odell  Brewing  Co.  to  brew  a 
special  anniversary  beer  called  Press 
Pale  Ale. 

After  some  beer  tasting  at  the  brew¬ 
ery,  the  diverse  palates  of  the  newspa¬ 
per’s  staffers  selected  the  white  coffee 
pale  ale  as  the  paper’s  ambassador. 

The  grog  was  p)oured  at  an  anniversary 
party  May  2,  and  guests  received  logo 
pint  glasses  as  a  gift. 

Publisher  Judi  Terzotis  described 
Fort  Collins  as  the  “Napa  Valley  of 
beer,”  as  it  is  home  to  many  nation¬ 
ally  recognized  craft  beers  and  brew¬ 
eries.  Terzotis  said  the  Coloradoan’s 
readership  is  passionate  about  beer 
not  just  for  its  taste,  but  because  it 
makes  up  an  important  part  of  the 
local  economy.  An  anniversary  beer 
seemed  like  the  perfect  fit  to  celebrate 
the  paper’s  milestone. 

Terzotis  said  beer  reporter  David 
Yoimg  called  Odell  Brewing  Co.  co-own- 
er  Doug  Odell  with  the  proposal  and 
after  15  minutes,  Odell  was  on  board. 

Odell  marketing  and  branding 
manager  Amanda  Johnson-King 
said  the  brewery  typically  collabo¬ 
rates  with  local  restaurants,  and 
she  called  the  partnership  with  the 
paper  “unique.” 

“It  lets  us  share  what  makes  us  tick 
since  beer  is  such  a  big  part  of  our 
community,”  she  said.  “We  get  to  ex¬ 
tend  our  knowledge  to  our  local  media 
partner  and  help  them  reach  a  new 


>  Coloradoan  staff  members  participated  in 
a  beer  tasting  at  OdeH  Brewing  Co.  Pictured 
are  (ieft  to  right)  Kristi  Fanning,  David  Young, 
Josh  McMuiien,  Jim  Broyies,  Dan  Beiknap, 
Paui  Berry,  Tyier  Kidd,  and  Luke  Lehman. 

!  audience  while  incorporating  some 
fun  into  their  world.” 
i  The  white  coffee  pale  ale  is  a  first  for 
j  Odell,  and  Johnson-King  said  there 
;  may  be  plans  to  distribute  the  beer  for 
a  limited  time  at  local  restaurants. 

Social  media  also  played  a  big  part 
in  selecting  the  beer’s  name.  The  win- 
:  ning  name.  Press  Pale  Ale,  was  chosen 
by  readers  from  a  top  five  list. 

“This  was  a  way  for  us  to  think 
creatively,”  Terzotis  said.  “By  partner¬ 
ing  with  Odell,  it  sends  a  real  strong 
message  that  we’re  giving  back  to  the 
;  community.  All  it  took  was  one  call  to 
reach  out.” 

A  lot  has  changed  since  the  Colo- 
I  radoan  first  started  publishing  as 
I  the  Larimer  County  Express  in  1873. 

I  Terzotis  said  the  digital  transforma- 
I  tion  will  continue  to  grow,  such  as 
I  the  metered  online  subscription  that 
!  launched  last  April,  which  Terzotis 
I  described  as  a  success.  “Our  market  is 
saavy,”  she  said.  —  NY 


I  Maine 
y  Newspaper 
I  Series  Spurs 
$  Calls  to  Action 

An  investigative 

report  published  as 
a  four-part  series 
by  the  Portland 
Press  Herald/ Maine  Sunday 
^  -  Telegram  has  sparked  calls  for 
action  from  state  legislators. 
The  series,  "Deadly  Force: 

„  Police  and  the  Mentally  Ill," 
revealed  that  42  percent  of 
57  Maine  residents  shot  by 
police  since  2000  had  mental 
I  health  problems,  and  58 
P  percent  of  33  people  who 
i  died  from  their  injuries  were 
^  mentally  ill. 

The  investigation  went 
beyond  exposing  the  commu¬ 
nity's  growing  demand  for  im¬ 
provements  to  mental  health 
care;  it  also  found  that  "the 
vast  majority  of  Maine's  3,500 
police  officers  lack  crisis  in¬ 
tervention  training  to  defuse 
potentially  deadly  conflicts, 
and  that  the  Maine  Legisla¬ 
ture  hasn't  been  diligent  in  its 
oversight  of  police  shootings 
that  are  almost  always  found 
to  be  justified,"  according  to 
^  the  Press  Herald. 

?  Legislators  at  both  the  state 
I  and  national  level  described 
^  the  series  as  "eye-opening" 

I  and  called  for  greater  gov- 
g;  ernment  responsibility  and 
^  higher  standards. 
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The  Pasadena  Star-News  and  San  Bernardino  Sun  in  South¬ 
ern  California  are  inviting  the  public  to  sit  back  and  relax 
in  their  newsrooms.  Both  newspapers  hosted  open  houses  in 
March  to  introduce  their  communities  to  their  news  lounges,  which 
are  open  to  the  public  during  normal  business  hours  and  are  equipped  with 
computers,  Internet  access,  tables,  and  a  sitting  area. 

Digital  First  Media,  parent  company  of  both  the  Star-News  and  Sun,  has 
opened  more  than  20  similar  community  media  labs  across  the  country  as  part 
of  a  community  engagement  initiative.  The  two  Southern  California  lounges 
have  been  less  than  a  year  in  the  making,  according  to  Los  Angeles  Newspaper 
Group  vice  president  and  executive  editor  Michael  Anastasi. 

Anastasi  said  the  two  papers  were  chosen  to  host  news  lounges  because 
of  their  respective  locations  and  renovated  offices.  The  Sun  had  just  moved 
to  a  new  building  next  to  San  Bernardino  city  hall  last  November,  and  the 
Star-News  had  been  renovated  with  new  office  furniture.  Mariel  Garza, 
LANG  opinion  editor  and  head  of  community  engagement,  said  each 
publication  is  located  downtown  where  there  is  a  lot  of  foot  traffic  and  sur¬ 
rounding  businesses. 

The  Sun  reported  almost  100  community  members  attended  its  open  house, 
while  Garza  said  about  50  people  were  at  the  Star-News  open  house.  Anastasi 
said  that  kind  of  turnout  signals  to  him  that  “at  the  end  of  the  day,  no  one  else 
can  step  up  to  replace  our  role  in  the  community.” 

Garza  said  there  are  plans  to  host  community  events  in  the  lounges,  such 
as  computer  training  classes  and  seminars  presented  by  editors  and  report¬ 
ers  centered  on  local  issues.  Anastasi  said  he  foresees  city  council  debates  and 
forums  hosted  in  the  lounges. 

“The  news  lounges  are  not  only  a  physical  place,  but  it’s  also  an  idea,”  he 
said.  “It  shows  we  are  a  much  more  aggressive,  proactive  member  of  the 
community.”  —  NY 


^Michael  A.  Anastasi,  vice  president  and  executive  editor  of  the  Los  Angeles  Newspaper  Group, 
speaks  at  the  opening  of  the  Pasadena  Star-News  Lounge.  Photo  by  Walt  Mancini 


rSouvenir  cups  were  available  at  the  Sun’s  open 
house.  Photo  by  Gabriel  Luis  Acosta/77>e  Sun 


rMichael  A.  Anastasi,  vice  president  and  ex¬ 
ecutive  editor  of  the  Los  Angeles  Newspaper 
Group,  visits  with  the  public  during  the  Sun’s 
open  house  in  downtown  San  Bernardino. 
Photo  by  Gabriel  Luis  Acosta/77>e  Sun 


> Pasadena  Star-News  editor  Frank  Girardot 
smiles  for  the  camera  during  the  grand 
opening  of  the  Star-News  Lounge.  Photo  by 
Walt  Mancini 
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Southern  California  papers  open  public  news  lounges 
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From  the  Archive 


Tomoe’s  Comer 


Year-Old 

still  Delivers 

The  Paper 


» Cleveland  Press  photographer  Tony  Tomsk  found  himself  on  the  receiving  end 
of  a  volley  of  punches  served  up  by  a  Romanian  photographer  during  the  Davis 
Cup  tennis  match.  The  two  cameramen  got  into  an  argument  over  the  location  of 
equipment.  Tomsic  suffered  a  bloody  nose,  and  the  Romanian  tennis  team  lost  to 
the  U.S.  This  photo  originally  appeared  in  the  Oct.  4, 1969  edition  of  E&P. 


Since  1947, 93-year- 
old  Newt  Wallace 
has  been  deliver¬ 
ing  papers  for  the  Win¬ 
ters  (Calif.)  Express,  a 
2,300-cirailation  weekly. 
Wallace  told  The  New  York 
Times  he  still  remembers 
shouting  “Extra,  extra, 
read  all  about  it!"  on  street 
corners  in  Muskogee,  Okla., 
in  1930.  According  to  the 
Times,  Wallace  bought  the 
Winters  Express  and  the 
building  that  housed  it  in 
1946.  He  ran  the  paper  until 
1983,  when  his  son  became 
publisher.  After  retir¬ 
ing,  Wallace  continued  to 
write  columns,  but  now  he 
focuses  on  delivery. 

"I  don’t  hunt  or  play  golf;  I 
deliver  papers,"  he  told  the 
Times.  “I  like  delivering  pa¬ 
pers.  I  get  to  see  the  people 
I  know." 
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{legal  briefs}  I  V 


Supreme  Court  ruling 
says  Nashua  Telegraph 
did  not  defame  prisoner 

The  Supreme  Court  has  ruled  that 
the  Nashua  Telegraph  did  not  defame 
a  prisoner  when  it  mistakenly  re¬ 
ported  he  testified  against  a  co-de¬ 
fendant.  According  to  a  report  by  The 
New  Hampshire  Union  Leader,  the 
court  said  the  Telegraph  and  reporter 
Andrew  Wolfe  did  not  libel  prisoner 
Paul  Sanguedolce  and  concluded  the 
‘  ‘untrue  statement  that  the  plaintiff 
testified  against  his  criminal  associ¬ 
ate  cannot  be  reasonably  construed 
as  defamatory."  However,  the  case 
is  not  over  yet,  because  the  court 
also  ruled  Sanguedolce  may  be  able 
to  make  a  negligence  claim  against 
the  newspaper.  Sanguedolce  had 
pleaded  guilty  to  burglary  in  connec¬ 
tion  with  a  March  2008  home  inva¬ 
sion.  Wolfe,  in  an  April  21, 2011,  article 
about  Sanguedolce's  co-defendant 
Peter  Gibbs,  wrote  that  Sanguedolce 
"testified  against"  Gibbs  at  his  trial 
Sanguedolce  did  not  testify'  against 
him,  according  to  the  Supreme  Court. 
The  newspaper  ran  a  correction,  but 
Sanguedolce  argued  that  Telegraph 
readers  could  find  that  he,  in  testify¬ 
ing  against  Gibbs,  had  acted  as  a 


"rat,"  had  committed  perjury,  or  "cut 
a  deal'  ’  in  exchange  for  leniency. 

Former  Drew  Peterson 
lawyer  sues  Tribune 
Co.  for  libel 

According  to  the  Chicago  Tribune, 
Joel  Brodsky,  an  attorney  who  rep¬ 
resented  Drew  Peterson  before  he 
withdrew  from  the  legal  team  last 
October,  has  filed  a  libel  lawsuit 
against  attorney  Steven  Greenberg 
and  Tribune  Co.,  among  others.  Pe¬ 
terson  was  found  guilty  in  Septem¬ 
ber  of  the  2004  murder  of  his  third 
wife,  Kathleen  Savio.  Brodsky  said 
that  a  letter  obtained  by  the  Tribune 
from  Greenberg  contained  material 
that  was  "false  and  misleading," 
according  to  the  lawsuit.  Brodsky's 
lawsuit  claims  Greenberg's  letter 
was  “a  false  narrative"  designed 
to  defame  Brodsky  as  revenge  for 
Brodsky's  attempt  to  fire  Greenberg 
as  one  of  Peterson's  attorneys.  The 
lawsuit  states  that  the  letter  de¬ 
famed  Brodsky  by  claiming  he  was 
a  liar  and  an  incompetent  lawyer. 
The  letter  put  Brodsky's  law  office 
"in  a  false  light  in  the  public  eye," 
causing  him  to  lose  out  on  profits, 
according  to  the  suit. 


I  Times-PicayunefUes 
suit  against  Criminal 
District  Court 

I  The  New  Orleans  TTmes-Picayune 
has  jointly  filed  a  suit  with  WVUE- 
I  TV  against  the  Criminal  District 
i  Court  because  of  the  court's  refusal 
i  to  turn  over  records  relating  to  life 
i  insurance  policies  purchased  with 
I  the  court'sjudidal  expense  fund. 

I  The  suit  states  that  Lee  Zurik,  a 
j  WVUE  reporter,  filed  a  public- 
!  records  request  seeking  documents 
I  related  to  85  life  insurance  poli- 
]  des  purchased  with  money  from 
!  the  court  fund.  The  suit  also  states 
I  that  John  Simerman,  a  reporter  for 
NOLA.com  and  the  Times-Picayune, 
\  also  requested  similar  records, 
i  The  court'sjudidal  administrator 
i  rejected  both  requests,  saying  the 
:  documents  sought  were  not  public 
!  records  under  the  law  because  they 
j  were  medical  records.  The  suit  as- 
I  serts  documents  requested  are  life 
I  insurance  polides  purchased  with 
!  piiblic  money,  not  medical  records, 
i  The  lawsuit  demands  that  the  court 
’  produce  the  requested  records  and 
;  asks  that  the  court  be  forced  to 
pay  attorneys' fees  and  other  costs 
i  incurred  by  the  news  organizations. 


THERE'S  NEW  THINKING  IN  DISTRIBUTION. 
AND  NOT  A  MOMENT  TOO  SOON. 


At  a  time  of  unprecedented  change,  major  publishers  are  relying  on  PCF  for  delivery 


services.'Why?  Because  we  operate  365  days  a  year,  ensuring  early  morning, 
same-day  delivery.  Because  we're  obsessed  with  distribution  efficiency. 

And  because  we  enable  you  to  focus  on  what  you  do  best:  creating 
a  print  publication  worth  delivering. 


PCF 
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It's  time  for  new  thinking. 


HAPPY  DAY 


►  Lisa  De  Jong/  The  (Cleveland)  Plain  Dealer 

On  a  frigid,  snowy  February  day,  a  4*month-oid  Labrador  puppy  appropriateiy 
named  Happy  forges  ahead  of  his  owner,  11-year-old  Tommy  Baker.  Baker  was 
happy  himself,  celebrating  a  day  off  school  with  a  snow  day.  The  National  Weather 
Service  had  issued  a  snow  warning  for  most  of  the  county.  Baker  said  Happy  loves 
,  the  snow  and  couldn’t  care  less  that  the  temperature  was  15  degrees. 


[critical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu,yang@)editorandpublisher.com. 


Qj 


If  you  were  Warren  Buffett,  what 
newspaper  would  you  buy  next  and  why? 


A 


Warren  Buffett 
recently  told  USA 


Katherine  Lymn,  22 

University  of  Minnesota 

Lymn  is  managing 
editor  of  the  Minnesota 
Daily,  the  University  of 
Minnesota’s  award-winning 
campus  newspaper,  and 
has  also  written  for  the 
Minneapolis  Star  Tribune.  She 
earned  her  journalism 
degree  this  past  December 
and  continues  to  work  at  the 
student  newspaper. 


Today  that  a  news¬ 
paper  must  be  “indispensable 
to  a  significant  proportion  of 
the  community”  to  succeed 
—  that’s  why  he  buys  smaller 
newspapers  that  can  cover  an 
entire  community.  But  that 
philosophy  can  be  applied  on 
a  larger  scale.  Investigative 
reporting  is  how  journalism 
will  survive;  it’s  the  one  thing 
the  Internet  can’t  take  away  or 
do  better,  faster.  That’s  where 
Buffett  should  put  his  money 
next,  and  The  Drill  of  Dickin¬ 
son,  N.D.,  is  the  perfect  place 
to  start.  Go  to  where  the  news 
is  and  dig  deep.  Invest  in  top 
talent  and  resources  to  do  en¬ 
terprise  reporting  that  reminds 
readers  what  journalism  is  for,  at  its  core,  and  gives  readers 
information  they  can’t  get  elsewhere. 

Take  North  Dakota’s  oil  boom.  The  Drill,  which  started 
last  year,  covers  the  boom  from  a  crime,  lawmaking,  envi¬ 
ronment,  and  lifestyle  perspective.  National  outlets  have 
touched  on  the  boom,  but  they  can’t  come  close  to  covering 
the  day-to-day  breaking  news,  from  staggering  crime  rates 
to  deteriorating  roads.  Where  there’s  money  and  jobs,  there’s 
opportunity  for  cover-ups  and  abuses  of  power  —  and,  with 
that,  opportunity  for  impactful  investigative  journalism  of 
national  significance.  Editor  Kevin  Holten  said  there  are 
more  stories  to  write  than  there  is  room  to  publish. 

Thanks  to  these  stories  and  the  booming  population  that  cre¬ 
ates  them,  the  50,000-circulation  Drill  is  already  thriving. 

North  Dakota  isn’t  the  only  community  that’s  parched 
for  investigative  journalism.  Health  care,  drones,  and  the 
prison  system  are  all  topics  that  need  intense  coverage. 
But  North  Dakota  is  the  easiest  place  to  experiment  with 
Buffett’s  model  of  comprehensible,  indispensable  journal¬ 
ism  while  still  expanding  that  philosophy  with  investiga¬ 
tive  journalism. 


I  can  only  answer 
this  question  from 
*  my  own  experience 
at  dailies  and  weeklies  through¬ 
out  the  West. 

It’s  an  easy  answer:  The  Taos 
News  or  any  other  mid-size 
or  large  weekly  positioned 
correctly  in  the  mcU'ket.  Full 
disclosure:  I’m  the  publisher 
of  The  Taos  News  and  it’s  not 
for  sale,  but  here’s  why  I’m  so 
bullish  on  it. 

1.  A  Legacy  of  innovation 

Published  for  over  50  years. 

The  Taos  News  has  been  a  trail- 
blazer  in  revenue  and  content 
development.  Early  niche  pub¬ 
lications  like  the  visitor’s  guides 
and  arts  and  entertainment 
calendars  of  the  ’80s.  Slick 
gallery  guides  and  weekly  deals 
programs  today.  We’re  always  striving  to  stay  a  step  ahead 
and  protect  our  media  interests. 

2.  Location 

Taos  is  newsy.  It’s  got  gritty  back-room  politics,  stunning 
visual  arts,  landscapes  that  move  you,  an  uneasy  harmony  of 
three  cultures,  and  a  tourism-based  economy  always  tinged 
with  enthusiasm  for  the  next  season.  Package  these  qualities 
with  the  physical  barriers  of  mountain  ranges,  river  gorges, 
and  seas  of  high  desert  sagebrush,  and  you’ve  got  a  special 
place  to  be  in  the  newspaper  business.  Isolation  demands 
local  news  delivery.  Meantime,  that  enthusiasm  for  the  next 
tourist  season  cultivates  robust  niche  publication  growth. 

3.  Market  share 

Even  10  years  ago  it  would  have  seemed  more  fim  to  para¬ 
chute  into  an  underperforming  publication  than  set  to  work 
regaining  market  share.  Because  of  our  innovation  and 
location.  The  Taos  News  has  100  percent  weekly  penetra¬ 
tion  into  our  home  ZIP  code  and  86  percent  penetration  in 
the  county.  It  takes  hard  work  to  maintain  this  position  of 
strength.  But  we’re  left  with  time  to  keep  striving  for  new 
ways  to  deliver  content  and  generate  revenue. 


Chris  Baker,  50 

Publisher,  The  Taos  (N.M.)  News 


Baker  joined  The  Taos  News  as 
publisher  in  2000.  During  his 
tenure,  the  newspaper  has  been 
named  best  weekly  in  the  U.S. 
in  2012, 2011, 2010, 2008, 
and  2007  by  the  National 
Newspaper  Association  of 
America.  In  2012,  the  News 
was  named  the  best  weekly 
newspaper  in  the  US.  by  the 
Local  Media  Association. 
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Generate  More 
Sales  Revenue 

VisionWeb  Mobile  gives  your  sales  reps  the  capability 
to  increase  sales  and  generate  greater  profits 


VisionWeb  Mobiie  Jm 

Professional  selling  starts  J^W| 

with  the  right  tools  . . .  B 
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y  Facilitates  field  remote  order  entry  & 
artwork  transmission 

y  Handles  &  tracks  Multi-media  sales  packages  — 

/  Provides  live  instant  wireless  access  to  newspaper  database 
y  Increases  cash-flow  with  direct  remote  payment  entry 


Vision  Data 

One-Stop  suppiier  of  software  soiutions  for  today's  progressive  pubiisher 

Vision  Total  Advertising  Systems/Vision  Total  AP-GITVisionWeb  Suite 
Vision  Total  Circulation-Distribution  Management  System 
Vision  Total  Page  Layout/Pagination 


W  VISION  DATA. 


Strong  Accounting  Driving  Marketing. 
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Linkedin  Facts 
and  Figures 


Linkedin  has  more  than 


MILLION 


members  in  more  than 


countries  and  territories 


of  online  adults  say  they  use 
social  networking  sites 


More  than 
74  million  users 
are  from  the  U.S. 


67%  of  online  adults 
use  Facebook 


16%  of  online  adults 
use  Twitter 


Professionals  are  joining 
Linkedin  at  a  rate  of 
about  two  new  members 
per  second. 


15%  of  online  adults 
use  Pinterest 


13%  of  online  adults 
use  Instagram 


6%  of  online  adults 
use  Tiimblr 


20%  of  online  adults 
use  Linkedin 
(as  of  August  2012) 


of  women  use 
social  networking  sites, 

compared  to  of  men 


Source:  Pew  Research  Center 
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Top  Web 
Destinations 


2.  YAHOO! 


3.  MICROSOFT 


5.  AMAZON 


7.  GLAM  MEDIA 


8.  ASK  NETWORK 


9.  WIKIMEDIA 


NO  65%  YES  31% 

DON’T  KNOW  2%  REFUSED  2% 


Source:  Pew  Research  Center  2013  State  of  the  News  Media 


Few  Americans  Are  Aware 
of  the  News  Industry’s 
Financial  Problems 

About  the  industry’s  finances,  responders  said  they  know: 


nCWSOSdUf  offline/on  target 


How  Publishers  Can  Win  at 
Mobile  Commerce 


Inner  space  is  the  key  to 
consumer  spending 

By  Alan  D.  Mutter 

In  the  never-ending  quest  by  marketers 
to  put  the  right  offer  in  front  of  the  right 
consumer  at  preciseiy  the  right  time,  inner 
space  is  becoming  the  next  frontier  for  mo- 
biie  commerce  —  and  a  major  opportunity  for 
newspaper  pubiishers. 

Inner  space  is  the  precious  geography  inside  a  store, 
where  marketers  have  their  last,  best  chance  to  persuade 
consumers  to  buy  what  they  are  selling.  Here’s  why  inner 
space  is  fast  becoming  the  most  valuable  territory  in  the  do- 
or-die  world  of  mobile  marketing: 

With  more  than  half  of  mobile  users  equipped  with  a 
smartphone,  a  growing  number  of  consumers  are  using 
their  device  to  decide  on  purchases  as  they  move  through 
stores,  checking  product  features,  consulting  reviews  and, 
of  course,  comparing  prices.  In  a  recent  survey  (http:// 
www.localsearchstudy.com/local_search_study_2013.pdf), 
consulting  companies  Localeze  and  15  Miles  found  that 
nearly  a  third  of  smartphone-packing  shoppers  use  their 
phone  at  some  point  in  the  purchase  process. 

Well  aware  of  this  behavior,  retailers  ranging  from 
Safeway  to  Home  Depot  have  developed  smartphone  apps 
and  loyalty  programs  that  meticulously  track  consumers  in 
order  to  target  specific  offers  to  them.  This  dynamic  process 
depends  on  what  well  call  the  Three  Ps: 

1.  PROFILING:  Combining  volunteered,  purchased,  and 
derived  data,  marketers  are  able  to  determine  the  age, 
gender,  wealth,  credit  rating,  education,  marital  status,  ad¬ 
dress,  and  other  demographic  information  about  individu¬ 
als.  When  customers  use  brand-issued  credit  cards  and/ 
or  join  loyalty  programs,  the  actionable  data  is  even  more 
granular  and  abundant. 

2.  PROSPECTING:  Crunching  the  vast  volumes  of  data 
they  relentlessly  compile,  marketers  are  developing  ever¬ 
more  sophisticated  data-mining  techniques  to  slice  and 
dice  consumer  groups  into  ever-narrower  segments.  The 
segmentation  information  is  used  by  brands  to  recruit  future 


customers  from  groups  of  people  who  happen  to  match  the 
demographics  of  the  customers  they  already  have. 

3.  PERSONALIZING:  Analyzing  past  and  prospective 
purchases  (the  latter  captured  by  monitoring  real-time 
clicks),  marketers  can  learn  what  folks  are  likely  to  buy, 
when  they  are  likely  to  buy,  how  to  best  pitch  to  them  and, 
in  some  cases,  even  the  most  compelling  prices  or  pack¬ 
ages  to  offer.  In  the  same  way  airlines  sell  seats  at  different 
prices  as  flight  time  approaches,  it  won’t  be  long  before 
brands  dynamically  customize  coupons,  pricing,  and  other 
incentives  to  tweak  demand  while  maximizing  profitability. 

For  all  the  digital  derring-do  invested  in  separating 
consumers  from  their  money,  the  crucial  step  in  closing 
any  deal  depends  on  putting  the  right  offer  in  front  of 
the  consumer  at  the  moment  she  is  poised  to  buy. 

To  date,  reaching  customers  at  the  point  of  sale  has 
been  the  weakest  link  in  mobile  marketing,  because  the 
global  positioning  services  that  can  track  you  in  the  glori¬ 
ous  desolation  of  Yellowstone  Park  still  can’t  pinpoint 
your  location  when  you  are  in  a  mall. 

To  solve  this  problem,  a  growing  number  of  retailers  are 
installing  systems  that  map  the  interior  of  their  stores  —  and 
every  customer’s  location  within  them.  An  iPhone  app  knows 
where  you  are  —  and  will  direct  you  anywhere  you  want 
to  go  —  when  you  visit  the  flagship  Mary’s  in  New  York. 

The  same  is  true  at  every  Walgreen’s,  whose  app  not  only 
encourages  you  to  fill  out  a  shopping  list,  but  also  routes  you 
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through  the  store,  conveniently  prompting  you  to  buy  salsa 
when  you’re  near  the  Doritos. 

The  value  of  inner  space  was  underscored  when  Apple 
recently  bought  a  start-up  company  that  can  detect  an  indi¬ 
vidual’s  movements  in  enclosed  spaces.  Meanwhile,  Google 
has  accumulated  interior  maps  of  more  than  10,000  public 
locations  around  the  world,  including  some  or  all  of  the 
stores  operated  by  Best  Buy,  Bloomingdale’s,  Home  Depot, 
Ikea,  Macy’s,  Petsmart,  Sears,  Sports  Authority,  Toys  R  Us, 
and  Walmart. 

Given  the  efficiency  and  generally  higher  purchase 
volume  associated  with  mobile  commerce,  it  is  fair  to  as¬ 
sume  that  marketers  will  cut  back  on  traditional  print  and 
banner  advertising  as  they  put  ever  more  resources  into 
building  direct  relationships  with  individual  customers. 

While  many  of  the  big-box  retailers  have  created  their 
own  apps,  newspapers,  working  with  a  growing  number 
of  eager  technology  partners,  can  participate  in  the  mobile 
commerce  revolution  by  equipping  independent  business¬ 
es  in  their  communities  with  optimized  mobile  sites,  in¬ 
store  mapping,  mobile  couponing,  and  loyalty  programs. 

If  newspapers  act  now  to  invest  in  helping  local  mer¬ 


chants  master  the  art  and  science  of  mobile  commerce, 
they  can  generate  significant  new  recurring  revenue 
streams  at  the  same  time  they  build  powerful  customer 
loyalty  for  themselves.  ■ 


Alan  D.  Mutter  is  a  former  newspaper 
editor  and  Silicon  Valley  CEO  who 
today  serves  as  a  strategic  technology 
consultant  for  media  companies.  He 
blogs  at  Reflections  of  a  Newsosaur 
(newsosaur.blogspot.com). 


Clarification:  In  last  month’s  column  about  why  paywalls  are 
scary,  I  reported  that  the  Charleston  (S.C.)  Post  and  Courier  gen¬ 
erated  nearly  $1.6  million  in  new  revenues  within  nine  months  of 
requiring  payment  for  access  to  its  digital  media.  The  bulk  of  the 
revenues  were  for  print  subscriptions,  which  granted  users  access 
to  the  digital  products  at  no  additional  charge.  The  new  digital- 
only  revenues  in  the  period  were  $167,612. 
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Student  Press  Law  Center  is  pressing 
the  issue  when  it  comes  to  students’ 
First  Amendment  rights 


By  Allan  Wolper 

he  Student  Press  Law 
Center,  a  free-speech 
champion  for  the 
scholastic  and  campus 
press,  is  searching  for  a  student 
journalist  to  sue  a  state  univer¬ 
sity  for  allegedly  violating  the 
First  Amendment. 

The  target  of  the  lawsuit  would  be 
a  state  college  or  university  that  pays 
a  journalism  adviser  or  professor  to 
oversee  a  school  publication.  The 
SPLC  claims  that  kind  of  financing 
presents  serious  ethical  problems. 

“You  shouldn’t  have  an  organiza¬ 
tion  that  covers  an  entity  that  signs 
its  checks,”  Adam  Goldstein,  attorney 
advocate  for  the  SPLC,  said  in  a  tele¬ 
phone  interview.  “It’s  a  situation  that 
no  real  newspaper  would  ever  cote¬ 


nant.”  In  other  words,  it  would  be  like 
having  the  White  House  pay  for  the 
reporting  of  The  Washington  Post. 

Frank  LoMonte,  executive  direc¬ 
tor  of  the  SPLC,  said  he  believes  that 
newly  aggressive  academic  overseers 
have  been  empowered  by  a  series  of 
federal  District  Court  decisions  that 
has  already  given  20  states  censor¬ 
ship  powers  over  publicly  funded 
campus  newspapers. 

Those  federal  court  rulings  are 
rewriting  a  1988  U.S.  Supreme  Court 
Decision  (Hazelwood  School  District 
V.  Kuhlmeier)  that  allowed  public  high 
schools  to  censor  student  work  they 
felt  would  disrupt  school  activities. 

However,  in  an  important  footnote 
to  that  decision,  the  Supreme  Court 
specifically  excluded  public  colleges 


!  and  universities  from  the  censorship 
i  stamp.  But  college  administrators 
'  never  stopped  trying  to  win  censor- 
1  ship  rights  over  campus  publications. 

I  The  Supreme  Court’s  Hazelwood 
ruling  found  that  Robert  Reynolds, 
principal  of  Hazelwood  East  High 
School,  in  St.  Louis  County,  Mo.,  had 
not  violated  the  First  Amendment 
rights  of  the  journalism  students  when 
he  killed  two  stories  at  The  Spectrum, 
the  school  paper,  one  on  divorce  and 
another  on  teen  pregnancy. 

The  student  journalists  at  the 
paper  sued  and  won  a  Court  of  Ap¬ 
peals  decision  in  Missouri  that  was 
overturned  by  the  Supreme  Court. 

The  SPLC  is  hoping  that  history 
will  repeat  itself  and  the  Appeals 
Court  in  Missouri  that  ruled  in  favor 
of  the  high  school  students  will  hand 
down  a  second  decision  supporting 
the  First  Amendment  rights  for  col¬ 
lege  and  university  publications,  and 
perhaps  persuade  the  Supreme  Court 
to  do  so  as  well. 

Meanwhile,  the  higher  education 
censors  are  going  to  work. 

“Although  that  case,  Hazelwood  v. 
Kuhlmeier,  involved  a  Missouri  high 
school,  the  legal  standard  it  created  in¬ 
creasingly  is  being  applied  to  students 
in  college,  and  even  graduate  school,” 
LoMonte  wrote  in  the  February  issue 
of  The  Chronicle  of  Higher  Education, 
a  weekly  newspaper  that  monitors 
political  academic  life  on  college  and 
university  campuses.  “Hazelwood  has 
devastated  high  school  journalism 
programs  —  one  First  Amendment  law 
professor  has  described  it  as  a  ‘censor¬ 
ship  tsunami’  —  and  driven  many  of 
the  best  educators  from  the  field.” 

LoMonte  told  me  of  a  recent  visit  he 
made  to  a  state  school  in  Georgia  as  an 
example  of  what  he  sees  increasingly 
happening  on  college  campuses.  “The 
admissions  officials  took  the  campus 
papers  off  the  table  of  a  glee  club,  be¬ 
cause  there  were  some  negative  stories 
in  them  and  they  didn’t  want  incom¬ 
ing  freshmen  to  read  them,”  he  said. 
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The  federal  court  decisions  have  been  greeted  with  “so 
what”  shrugs  by  the  journalism  community.  They’d  better 
wake  up  and  read  some  of  those  court  decisions,  or  they’ll 
be  chanting  about  First  Amendment  fires  breaking  out  in 
their  classrooms. 

Goldstein  said  he  realizes  it  is  going  to  take  some  doing 
to  convince  a  student  journalist  —  the  person  with  the  best 
chance  of  winning  a  lawsuit  —  to  take  on  his  or  her  univer¬ 
sity.  “It  won’t  be  easy,”  Goldstein  admitted.  “But  I’m  hoping 
I  can  find  someone  willing  to  do  it.” 

He  even  has  a  school  in  his  legal  gunsights:  the  Uni¬ 
versity  of  Missouri.  This  reprises  a  dispute  the  SPLC  had 
with  the  school  last  year,  when  Goldstein  complained  the 
university  had  violated  First  Amendment  rights  of  students 
on  The  Missourian,  the  campus  pap)er  run  by  faculty,  by 
forbidding  those  students  from  simultaneously  working 
for  J-School  Buzz,  an  independent,  student-run  blog.  That 
policy  has  since  been  changed. 

And  the  Columbia  Daily  Tribune,  the  privately  funded 
daily  based  in  Columbia,  Mo.,  has  long  complained  that  its 
university-funded  campus  competitor  has  an  unfair  com¬ 
petitive  advantage,  because  it  is  funded  by  the  state. 

That  might  provide  ammunition  to  state  legislators  look¬ 
ing  for  an  excuse  to  pass  a  law  that  would  emasculate  the 
First  Amendment  rights  of  the  Missourian. 

“They  have  a  state  subsidy,  which  is  not  fair,”  said  Daily 
Tribune  managing  editor  Jim  Robertson.  “But  we  are  still 
the  dominant  paper  in  the  area  as  far  as  covering  news.” 

Robertson,  a  1971  graduate  of  Missouri,  says  the  college 
paper  seems  to  have  an  ethical  problem  in  theory,  but  not 
in  practice.  “The  paper  does  not  pull  its  punches  when  it 
covers  the  university,”  he  said. 

Tom  Warhover,  the  professor  who  edits  the  Missourian, 
said  the  university  gave  him  tenure  when  the  was  hired  11 
years  ago  from  The  Virginian-Pilot  so  he  wouldn’t  have  to 
worry  about  losing  his  job  or  having  the  paper  censored. 

“In  all  my  time  here,  I  have  never  felt  pressure  from  the 
administration  in  any  way  that  any  other  editor  might  feel 
taking  heat  from  a  story  somewhere  else,”  Warhover  said. 
“And  if  any  future  administration  tried  to  censor  us,  the 
school  of  journalism  would  rise  up  and  fight  it.  The  school 
of  journalism  is  pretty  important  to  this  university.” 

But  the  fact  that  the  school  pays  its  professors  and  as 
many  as  30  of  its  students  makes  them  a  prime  censor¬ 
ship  target  for  the  Missouri  Legislature,  a  fact  that  neither 
Warhover  nor  Robertson  had  given  much  thought  until 
Goldstein  started  making  waves.  “That  would  be  a  disas¬ 
ter,”  Robertson  said.  “But  I  can  see  that  happening  in  the 
Missouri  Legislature.” 

The  irony  here  is  that  for  the  first  time  in  at  least  a  genera¬ 
tion  there  is  a  movement  to  hire  professional  journalists  rather 
than  Phd  graduates  as  visiting  professors  at  state  institutions. 


j  On  the  face  of  it,  that  is  a  good  idea.  Journalism 
j  schools  need  help  from  the  shrinking  pool  of  profes- 
1  sional  journalists  being  downsized  by  the  centralization 
I  of  news  conglomerates. 

j  But  those  appointments  must  come  with  caveats  that  will 
keep  universities  from  utilizing  their  censorship  instincts 
on  those  new  hires.  Otherwise,  the  federal  courts  will 
continue  to  chop  away  at  the  First  Amendment  rights  of 
college  student  journalists,  and  by  extension,  the  people 
they  write  about. 

j  The  consequences  of  that  would  be  awful.  ■ 


a  Allan  Wolper  is  a 

professor  of  journalism 
at  Rutgers-Newark  Uni¬ 
versity  and  host/pro¬ 
ducer  of '‘Conversations 
with  Allan  Wolper,”  a 
broadcast  on  V^GO 
88.3,  an  NPR  affiliate  in 
the  New  York  area. 
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REDDIT 101 

The  content 
sharing  and 
discovery 
platform  can 
be  a  useful 
journalism  tool, 
when  used  properly 

By  Rob  Tornoe 


In  March,  Dan  Adams,  a  correspondent  for  The  Boston  Globe,  broke  a  story  about  a 

string  of  credit  card  thefts  in  the  Boston  neighborhood  of  Allston.  What  made  this  story 
unique  was  the  source  of  the  tip:  It  didn’t  come  Irom  listening  to  the  police  scanner  or 
from  a  concerned  resident  calling  the  newspaper.  Adams  gleaned  this  story  from  Reddit, 
the  online  aggregator  and  forum  that  promotes  itself  as  the  “front  page  of  the  Internet.” 


24  I  E&P  I  MAY  2013 


editorandpublisher.com 


Once  a  second-tier  destination  com¬ 
pared  to  other  sites  such  as  Digg, 
Reddit  has  skyrocketed  in  popular¬ 
ity  in  recent  years,  attracting  more 
than  55  million  unique  visitors  and 
3.9  million  pageviews  a  month,  and 
hosting  Q&As  featuring  everyone 
from  Foo  Fighters  front  man  Dave 
Grohl  to  President  Barack  Obama. 

Reddit,  with  its  large  readership 
and  thousands  of  user-controlled 
subcategories,  is  quickly  becoming 
an  important  tool  for  journalists  to 
understand  and  master.  Not  only  is 
it  a  potential  treasure  trove  of  hu¬ 
man  interest  stories  and  local  news 
leads,  it  should  also  be  part  of  every 
newsroom’s  social  media  strategy  to 
drive  Web  traffic. 

Successfully  using  the  site,  how¬ 
ever,  is  a  lot  more  complex  than 
simply  uploading  a  story  and  sitting 
back  while  visitors  come  stamped¬ 
ing  to  your  website.  Knowing  how 
the  community  works,  and  not 
simply  exploiting  it  like  a  greedy 
miner,  is  the  key  for  reporters  and 
news  organizations  to  tap  Reddit’s 
journalistic  potential. 

For  starters,  Reddit  is  organized 
into  a  series  of  categories  known 
as  subreddits.  Some  subreddits  are 
broad  and  popular,  such  as  the  r/ 
politics  and  r/news  pages  (the  “r/” 
prefix  denotes  the  subcategory’s  url 
and  is  also  the  page’s  title).  Others, 
such  as  r/ama  (Ask  Me  Anything, 


Reddit’s  take  on  the  Q&A)  and  r/ 
todayilearned  (stories  or  articles 
containing  surprising  facts)  can 
provide  countless  story  ideas  for 
creative  reporters  willing  to  think 
outside  the  box. 

Each  subreddit  is  populated  with 
links  to  stories,  photos,  or  videos 
that  users  have  submitted  to  the 
community.  The  popularity  of  each 
post  is  determined  by  simple  up  and 
down  votes  from  other  users,  with 
the  most  upvoted  posts  appearing 
at  the  top  of  the  page.  The  most 
popular  content  ends  up  on  Red¬ 
dit’s  homepage,  but  each  post  exists 
on  whichever  subreddit  (or  in  some 
cases,  multiple  subreddits)  it  was 
submitted  to  originally. 

Before  you  start  posting  links  to  all 
your  stories,  keep  in  mind  that  Red¬ 
dit  doesn’t  take  kindly  to  spammers, 
or  users  who  only  push  their  own 
content.  Each  subreddit  varies  in 
terms  of  strictness,  but  in  the  more 
popular  categories,  moderators  typi¬ 
cally  limit  the  amount  of  content  you 
can  post  from  any  single  website  to 
10  percent.  This  means  that  to  keep 
in  the  community’s  good  graces,  the 
ratio  of  your  posts  should  be  10  links 
to  other  websites  for  every  one  link 
to  your  own  site.  Otherwise,  you  risk 
being  banned.  News  sites  such  as 
The  Atlantic,  Talking  Points  Memo, 
and  Reason  have  been  temporarily 
banned  in  the  past  for  spamming. 


I  So,  if  your  only  goal  is  to  drive 
I  Redditors  to  your  story,  you  may 
I  want  to  rethink  your  strategy. 

I  There’s  a  reason  it’s  called  “social” 

I  media,  and  Reddit  is  no  different 
i  than  Facebook,  Twitter,  or  Tum- 
'  blr  in  that  regard  —  your  strategy 
I  should  be  more  about  engagement 
i  and  less  about  pageviews. 

1  The  best  way  to  gauge  if  Reddit 
j  can  be  a  tool  for  your  storytelling  is 
!  to  simply  sign  up  for  the  service  and 
I  start  using  it.  Try  to  get  involved 
I  with  posting  and  commenting  in  a 
I  couple  of  subreddits  that  relate  to 
I  your  beat.  That  could  be  anything 
i  from  your  local  coverage  area,  such 
i  as  the  r/philadelphia  or  r/newjersey 
;  subreddits,  or  maybe  r/truereddit, 
i  which  features  insightful  articles  in- 
:  tended  to  spark  a  discussion.  With 
.  more  than  4,000  different  subred- 
!  dits,  it  won’t  take  long  to  find  one 
j  'or  two  that  are  useful  to  your  cover¬ 
age  area. 

As  you  browse  through  the  dif¬ 
ferent  subreddits,  make  sure  you 
click  on  the  tab  labeled  “new”  at 
the  top  of  the  page.  This  shows  the 
I  most  recent  links  that  have  been 
1  posted  to  the  subreddit,  so  you  can 
I  see  what’s  on  the  mind  of  people  in 
I  the  community  in  real  time.  That’s 
I  how  Adams  said  he  uses  Reddit, 
and  though  the  site  skews  toward 
younger  readers,  it’s  a  potential 
goldmine  for  journalists. 


"The  Varn^h  Paywall  surpassed  all  our  expectation 


Christian  Stavik,  Editor-in-Chief  of  the  online  edition  of  Norwegian  newspaper 
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“Your  strategy  should  be 
more  about  engagement 
and  less  about  pageviews.” 


“(Redditors)  may  not  be  demo- 
graphically  representative  of  Boston 
as  a  whole,”  Adams  told  Poynter, 
“but  it’s  amazing  how  many  trends 
and  stories  start  there,  then  perco¬ 
late  to  the  mainstream  media  a  few 
days  or  weeks  later.” 

It’s  also  important  to  keep  the 
/new  page  in  mind  when  you  start  to 
upload  your  own  stories.  You  will  be 
relying  on  other  users  to  upvote  your 
link,  and  many  will  do  so  based  on 
headline  alone.  The  key,  according 
to  Adams,  is  to  come  up  with  a  pithy 
one-sentence  line  that  not  only  sums 
up  the  story,  but  will  also  encourage 
users  to  upvote  it. 

Popular  subreddits  such  as  r/poli- 
tics  have  hundreds  of  submissions 
every  hour,  which  means  if  your  post 
doesn’t  garner  enough  love  from  the 
community  initially,  it  will  fade  into 
obscurity  faster  than  MySpace.  So,  it 


r 

will  require  a  little  trial  and  error  on 
your  part  before  you  master  the  right 
mix  of  snark  and  substance  in  the 
fewest  words. 

Last,  prepare  to  lose  time  —  a  lot 
of  time.  It  won’t  take  long  for  even 
the  most  strict,  hard-nosed  journal¬ 
ist  to  find  a  subreddit  that  relates 
to  a  hobby  or  personal  interest, 
and  once  that  happens,  an  almost 
insatiable  appetite  will  form.  Sud¬ 


denly,  you’ll  find  yourself  upvoting 
everything  from  cute  cat  photos  to 
Internet  memes  involving  overly  at¬ 
tached  girlfriends. 

You’ve  been  warned.  ■ 

I  Rob  Tomoe  is  a  cartoonist  and 
I  columnist  for  Editor  &  Publisher 
I  and  can  he  reached  at 
I  robtomoe@gmail.com. 


Solmtions^. 


Grculatioii  _  _ _ 

Fmaittial  General  Ledger,  Accmnts  Paydbi^- 
Adyertising  Classified  and  Display  with 
Editorial  Print,  Archive  and  Web  Solution 
Layout  Pagination,  Ad  Layout,  Ad  Tracking 


Newzware 

A  Division  of  ICANON 


Contact  Us  Today! 

800-5444t50 


iiimMi.neiiiiiiiiiara.coin  B 


production 


BY  TONI  MCQUILKEN 


THE  LOOK  AND 
FEEL  OF  PRINT 

The  world’s  best-designed  newspapers 
honored  for  freshness  and  attention  to  detail 


In  the  business  of  printing  newspapers,  it’s 
easy  to  get  caught  up  in  the  frantic  pace  of 
deadlines  and  physical  production.  Having  a 
daily  or  weekly  product  ready  for  delivery,  with  ac¬ 
curate  information,  printed  on  quality  newsprint,  and  out 
the  door  on  time,  is  a  top  priority.  But  some  newspapers 
are  proving  that  award-winning  design  can  be  part  of  that 
equation  as  well. 

The  Society  for  News  Design  recently  announced  the 
winners  of  its  34th  annual  newspaper  design  contest,  with 
727  awards  given  in  19  categories  out  of  more  than  9,000 
entries.  Five  titles  received  the  top  honor  of  World’s  Best- 


Designed  newspaper:  Die  Zeit  of  Hamburg,  Germany;  Welt 
am  Sonntag  of  Berlin,  Germany;  Dagens  Nyheter  of  Stock¬ 
holm,  Sweden;  Politiken  of  Copenhagen,  Denmark;  and  The 
Grid  of  Toronto,  Canada. 

The  winners  were  honored  for  their  top-notch  design  and 
print  quality,  in  addition  to  excellence  in  the  numerous  other 
factors  that  go  into  producing  a  great  newspaper.  A  big  part 
of  the  criteria,  in  fact,  was  that  design  had  to  be  backed  up  by 
production  quality,  which  was  a  great  thing  to  see.  The  best 
design  in  the  world  won’t  look  good  if  it’s  not  supported  by  a 
production  team  as  dedicated  to  the  finished  product  as  the  edi¬ 
tors  and  publishers  are. 


OF  THE  727  AWARDS  GIVEN  BY  THE  SOCIETY  FOR  NEWS  DESIGN  IN  2013, 
THESE  PAPERS  BROUGHT  HOME  THE  MOST: 


1  LOS  ANGELES  TIMES 

2  NATIONAL  POST  (CANADA) 

3  THE  WASHINGTON  POST 

4  THE  NEW  YORK  TIMES 

5  TIMES  OF  OMAN 


6  OMAHA  WORLD-HERALD 
1  GULF  NEWS  (UAE) 

8  GLOBE  S  MAIL  (TORONTO) 

9  DAGENS  NYHETER  (DENMARK) 

10  THE  PTA/A/DEAZ.E/?  (CLEVELAND) 
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In  its  announcement  of  the  winners, 
SND  acknowledged  that  good  design 
doesn’t  exist  in  a  vacuum.  “What 
distinguishes  a  World’s  Best-Designed 
Newspaper?  A  culture  of  careful  editing 
of  all  content  that  puts  the  reader  first 
—  through  stringent  attention  to  detail,” 
the  judges  said  in  a  statement.  They 
commented  on  intangibles,  such  as  the 
“freshness”  of  the  look  and  feel,  and  that 
the  winners  demonstrated  “Journalistic 
and  optical  skills  on  every  page.” 

In  addition.  The  Washington  Post  re- 


Four  of  this  year’s  five  best-designed 
papers  use  manroland  web  press  sys¬ 
tems:  Die  Zeit,  Welt  am  Sonntag,  Dagens 
Nyheter,  and  The  Grid.  “I  am  delighted 
to  congratulate  our  customers  on  winning 
these  awards,”  Peter  Kuisle,  former  man¬ 
roland  executive  vice  president,  said  in  a 
statement.  “These  committed  publishers 
are  trailblazers  and  an  inspiration  for  the 
quality,  uniqueness,  and  thus  the  future 
of  the  newspaper.  We  are  also  honored 
and  motivated  in  that  this  performance  is 
achieved  with  manroland  technology.” 


k  “The  Grid  feels 
ahead  of  its  time  when 
many  newspapers 
iack  freshness,”  said 
Society  for  News 
Design  judges. 


THE  34TH  ANNUAL 

BEST  OF  NEWS  DESIGN  COMPETITION 


THE 

ALL-TIME 
HIGH  FOR 
ENTRIES 

WAS  15,020 
JN  2005 


^  The  Society  for  News  Design  judges  said, 
“Die  Zeit  is  a  weekiy  newspaper  that  makes 
you  feei  smarter  just  by  looking  at  it.” 


ceived  one  of  three  gold  medals  awarded 
for  individual  works  for  its  coverage 
of  the  2012  presidential  election.  “This 
goes  to  show  the  planning  and  commit¬ 
ment  of  their  entire  news  organization,” 
the  judges  said.  “It’s  a  gigantic  piece  of 
work  and  so  very  well  executed.  (The 
Post)  maintained  such  a  consistently 
high  level  of  excellence  across  an  entire 
year.  Every  little  detail  has  a  purpose.” 

Print  quality,  from  prepress  to  printing 
to  postpress,  essentially  got  out  of  the 
way  in  the  case  of  each  of  the  winning 
pieces.  Judges  —  and  readers  —  were 
never  distracted  from  the  quality  of  the 
articles  or  the  design,  and  that  is  really 
what  a  good  print  process  should  do. 
Excellent  production  value  disappears, 
so  only  the  content  catches  the  attention 
of  the  person  holding  the  paper.  ■ 
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CREPS  UNITED 
REBUILDS 
FOLLOWING  FIRE 


ollowing  a  large  fire  in  October 
2012,  retail  insert  printing 
specialist  Creps  United  will 
add  three  new  Goss  Sunday  web  press 
systems  this  summer  as  it  rebuilds 
its  production  facility  in  Indiana,  Pa. 
Jake  Creps,  president  of  the  third-gen¬ 
eration  family  owned  business,  said 
the  company  plans  to  construct  a  new 
100,000-square-foot  facility  where  the 
Sunday  press  systems  will  be  installed. 

“Thanks  to  the  loyalty  of  our  custom¬ 
ers,  employees  and  partners,  including 
Goss  Inti.,  we  plan  to  be  back  in  full 
production  in  the  fall  —  in  time  for  the 
busiest  retail  insert  printing  season,” 
Creps  said  in  a  statement.  “The  fire 
was  catastrophic,  but  now  we  couldn’t 


be  more  excited  about  our  future  and 
the  opportunity  to  serve  our  custom¬ 
ers  with  a  new,  state-of-the-art  facility 
and  the  most  advanced  printing  tech¬ 
nology  available.” 

Goss  will  begin  installing  the  first 
new  press  in  June:  a  Sunday  2000i 
press  system  with  a  57-inch  web  width 
and  a  C700i  folder.  An  identical  sys¬ 
tem  will  follow  in  late  summer,  along 
with  a  Sunday  3000i  press  featuring  a 
66-inch  width.  Goss  is  also  rebuilding 
some  existing  press  equipment  dam¬ 
aged  by  the  fire. 

Together,  the  three  new  presses 
will  have  the  capacity  to  produce 
the  equivalent  of  more  than  4  mil¬ 
lion  pages  per  hour.  All  three  press 


s 
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systems  will  feature  gapless  blankets, 
automated  closed-loop  controls,  and 
Goss  QPL  quick  plate  loading  tech¬ 
nology.  Creps  United  plans  to  duplex 
one  of  the  Sunday  2000i  presses 
with  the  Sunday  3000i  press  in  2014 
for  expanded  product  and  pagina¬ 
tion  versatility. 

Creps  United  was  founded  in  1948. 
The  company  prints  100  million 
advertising  inserts  per  month  and 
provides  graphic  design,  website  and 
app  development,  digital  printing, 
and  signage  services  for  regional  and 
national  clients.  ■ 


printsource.triblive.com  or  call  724-779-7159 


Dean  DeLuca 

Email:  ddeluca@tribweb.com 


Greg  Killian 

Email:  gkillian@tribweb.com 
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PrintSource  provides  daily  and  weekly  newspapers  with  a  comprehensive  set  of 
services  including  ad  design,  printing,  packaging  and  delivery,  all  from  one  source 
and  location.  With  a  wide  variety  of  equipment  and  extensive  industry  knowledge 
and  experience,  we  are  a  valuable  resource  to  help  increase  your  efficiency  and 
punctuality  of  product  delivery  and  decrease  your  costs.  And,  we  can  help 
navigate  the  ever-changing  postal  requirements  that  often  complicate  the  delivery 
process.  We  are  your  single  source  solution,  providing  unparalleled  service  to 
customers  large  and  small. 

PrintSource:  One  call.  One  team.  One  great  solution. 
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SAUDI  PUBLISHER 
AL-JAZIRAH  TO  BOOST 
PRINT  CAPACITY  AND 
FLEXIBILITY 


l-Jazirah  Corp.  of  Riyadh, 
Saudi  Arabia,  has  partnered 
with  Goss  Inti,  to  upgrade, 
refurbish,  and  relocate  its  presses. 
Scheduled  to  be  in  full  print  produc¬ 
tion  by  the  end  of  the  second  quarter 
2013,  the  project  involves  reconfigur¬ 
ing  a  total  of  88  Goss  Universal  single¬ 
wide  press  units. 

The  investment  has  been  driven  by  a 
need  to  increase  production  capacity 
at  its  Riyadh  center,  and  to  enhance 
color  flexibility  and  semi-commercial/ 
heatset  capabilities.  “Middle  Eastern 
newspapers  were  years  ahead  of  the 
global  hybrid  trend,  and  we  have  been 
installing  press  systems  with  heatset 
capabilities  into  Saudi  press  halls  for 
many  years,”  said  Stephane  Jaunasse, 
Goss  Inti,  customer  service  manager. 

“We  have  a  long-standing  partner¬ 
ship  with  Goss  Inti.,  and  they  were 
the  obvious  choice  for  this  ambitious 
upgrade  project,”  said  Nabil  Sahl, 
production  manager,  Al-Jazirah 
Printing.  “We  have  confidence  in 
their  continued  support  and  believe 
that  Goss  can  help  us  to  gain  greater 
visibility  for  semi-commercial  print 
placement,  ensuring  the  daily  title 
fiilly  reflects  the  level  of  expectation 
among  readers  today  and  maintains  a 
market-leading  position.” 

The  initial  phase  focused  on  relo¬ 
cating  a  2x1  Goss  Universal  press 
comprising  13  four-high  towers, 
two  folders,  and  15  reelstands  from 
northeastern  France  to  Riyadh.  This 
press  will  be  installed  into  a  modified 
press  hall,  refurbished,  and  configured 
as  two  press  lines:  one  of  seven  tow¬ 


ers  and  one  of  six  towers.  The  press 
units  will  be  enhanced  with  shaftless 
drive  controls.  The  next  element  of 
the  project  involves  transferring  two 
four-high  towers  from  an  existing 
Goss  Universal  press  installed  in  the 
Riyadh  plant  in  1994  to  another  later- 
generation  Universal  press  system.  As 
part  of  this  process,  the  drive  system 
of  the  two  towers  will  be  converted  to 
footprint  shaftless,  and  the  units  will 
be  upgraded  to  match  those  of  the 
second  press. 

Three  heatset  gas  dryers  will  be 
integrated  with  the  press  lines,  and  a 
bay  window  turner  bar  arrangement 
will  also  be  introduced  to  enable  full 
hybrid  production,  mixing  heatset 
pages  vdthin  the  publisher’s  flagship 
broadsheet  AdAy,  Al-Jazirah. 

Upon  completion  of  these  major 
modifications  and  additions,  Al- 
Jazirah  will  be  operating  a  total  of  22 
Universal  four-high  towers,  with  a 
web  width  of  914mm  and  a  578mm 
cut-off  plus  three  Gk)ss  Universal 
folders.  Operating  at  speeds  up  to 
50,000  copies  per  hour,  the  press 
system  will  be  capable  of  delivering 
a  total  pagination  of  100  pages  for 
producing  the  daily  newspaper  and 
specialized  magazines. 

Established  in  I960,  Al-Jazirah 
publishes  220,000  copies  daily  of  the 
Arabic  newspaper  .dZ-JtmraA,  with 
an  average  pagination  of  48  pages 
per  edition.  It  also  distributes  three 
specialized  magazines  per  week  along 
with  the  newspaper:  Telecomand- 
Digital  World  Magazine,  Auto  Club 
Magazine,  and  Cultural  Magazine.  ■ 


hOAMHERALD 
SELECTS  FERAG 
TTR  CONVEYOR 
TECHNOLOGY  FOR 
NEW  PRINTING  SITE 


V  Jeff  Sauls,  assistant  director  of 
production  at  The  Miami  Herald 


The  Miami  Herald  is  moving. 

The  media  company  is  leaving 
Biscayne  Bay  in  downtown  Miami, 
its  home  since  1963,  and  going  to 
the  Westpoint  Business  Park  in 
Doral,  the  site  of  a  new  printing 
center  where  production  is 
scheduled  to  start  this  month. 
Here,  TTR  conveyor  technology 
from  Ferag  will  secure  the  trans¬ 
port  of  newspapers  between  the 
press  and  the  mailroom.  Five  fully 
overhauled  conveyor  systems  are 
involved,  supplied  by  Ferag  and 
equipped  with  new  forwarding 
and  delivery  stations.  By  contract¬ 
ing  Ferag  to  replace  the  conveyor 
systems,  the  Miami  Herald  Media 
Co.  will  be  getting  virtually  a  new 
system  for  its  printing  house. 

The  Miami  Herald  and  E  Nuevo 
Herald  are  the  two  dominant 
newspapers  in  southern  Florida. 
With  18  additional  newspapers 
printed  under  contract,  circulation 
approaches  2  million  copies  each 
week.  To  deliver  such  volumes 
on  time,  production  runs  at  up  to 
65,000  copies  per  hour  and  line. 
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At  last  month’s  AmericaEast  conference,  New  Prolmage  America, 
Inc.,  showcased  how  its  modular  workflow  management  software 
can  optimize  throughput  and  improve  print  quaiity. 


PRODUCTS  ON  DISPLAY  INCLUDED: 

■  NewsWay,  a  control  and  workflow  management 
software  solution.  NewsWay  manages  plate  production 
priorities  and,  when  interfaced  with  press  control  sys¬ 
tems,  saves  time  and  potential  error  by  optimizing  plate 
sorting  and  automating  print  production  priorities. 

■  Press  Register  corrects  misregistration  caused  by  me¬ 
chanical  flaws  on  a  web  offset  press  and  by  paper  stretch. 
Press  Register  creates  edition  print  layouts,  automatically 
detects  pages,  and  assigns  them  to  their  appropriate  posi¬ 
tion  on  the  cylinder  while  also  applying  registration  correc¬ 
tion  for  each  individual  plate. 


■  TabellaNews,  a  cloud-based  mobile  publishing  solution  that 
enables  simultaneous  content  deliveiy  to  almost  all  mobile 
devices.  The  TabellaNews  server  captures  content  from  any 
content  management  system  in  use  at  the  newspaper,  be  it 
editorial  or  Web.  The  final  publication  is  delivered  to  any  host¬ 
ing  environment  and  accessed  by  the  complementary  reader 
application,  which  is  customized  with  the  paper’s  branding. 

■  OnColor  ECO  ink  optimization  software,  which  can  save 
as  much  as  35  percent  of  color  ink  cost.  It  will  also  repur¬ 
pose  a  PDF  for  additional  targets  such  as  a  heatset  press, 
the  Web,  or  a  tablet  device. 


the  little  coupon  doing  a  big  job  for  newspapers  www.globalprepress.com  •  info@globalpfepfess.com 


New  &  Refurbished  Pre-Press  Equipment 

Mobile  coupon 
software  for  newspapers 
with  service,  training  &  support. 

Established  in  1973,  we  are  a  full  service 
supplier  and  integrator  of  digital  pre-press 
systems  for  the  publishing,  commercial 
and  in-house  printing  industries 
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Five  new  spapers  that 
are  diversify  ing  their 
husiness  models 

By  Fllen  Sterling 
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here  are  essential  elements  that  have  always  gone  into  building  a  suc¬ 
cessful  newspaper.  Among  them  are  writing,  design,  knowledge  of  the 
community  and  its  readers,  ability  to  sell  sustaining  advertising,  and,  in 
reporting  the  news,  the  ability  to  spot  trends  and  look  into  the  future.  All 
the  skills  that  go  into  those  elements  of  success  remain  the  same,  but  they 
have  been  adapted  to  the  new  world  of  newspapers,  enabling  diversification  of 
the  traditional  business  model. 

Of  course,  the  process  of  diversification  and  of  introducing  new  products  to 
staff  and  clients  doesn’t  happen  overnight.  At  the  Kenosha  (Wis.)  News,  manag¬ 
ing  director  of  digital  media  and  director  of  client  media  Nicole  McQuestion 
said,  “We  spent  a  year  developing  staff  that  does  a  needs  analysis  of  a  client’s 
business.  We  taught  them  how  to  look  at  the  client’s  whole  business  and  future 
needs,  rather  than  just  how  to  sell  an  ad.  We  have  an  11-person  staff  with  three 
who  specialize  in  digital  media.” 

The  result  of  this  year  of  development  and  training  was  KN  Digital  Media, 
which  provides  local  business  clients  with  custom  social  media  channel  creation 
and  management,  foundational  content  and  strategy  plans,  internal  and  exter¬ 
nal  search  engine  optimization  recommendations,  email  marketing,  blogging, 
website  development,  and  reputation  management. 

“We’ve  found  digital  sales  take  longer,  and  the  knowledge  the  salesperson 
needs  is  more  extensive.  Our  first  thought  was  to  have  a  separate  digital  staff, 
but  we  decided  not  to  because  we  didn’t  want  to  leave  people  behind.  They  may 
take  longer  to  acclimate  and,  in  fact,  they  might  never  acclimate,  but  we  still 
need  these  people,”  McQuestion  said. 


“WE  GOT  OUT  OF 
THE  RED  IN  THE 
FIRST  SIX  MONTHS.” 


*  Nicole  McQuestion,  Kenosha  News 


DIGITAL  MARKETING  SERVIGES 


Since  the  Kenosha  News  began  the  problem  for  merchants.  Many  have  been  approached  by  new  companies  that 
digital  media  component  of  its  busi-  have  the  technology  but  not  the  knowledge  of  their  business  and  the  market.  The 

ness,  McQuestion  said,  “We  have  fact  we  are  already  a  trusted  partner  is  very  comforting  to  the  advertisers.” 

34  clients  and  are  still  growing.  My 
projection  is  for  double  that  amount  i 

by  the  end  of  the  year.  Our  average  !  W  HEN  IN  D  O  U  BT  ,  DO  IT  A  L  L 
digital  customer  pays  between  $400  In  2008,  The  Dallas  Morning  News  began  to  experience  what  publisher  and 
and  $2,000  a  month.  We  got  out  of  :  chief  executive  officer  Jim  Moroney  called  “a  significant  decline  in  print  ad  rev- 
the  red  in  the  first  six  months  and  '  enue  for  the  second  consecutive  year.” 

are  bringing  in  between  20  thousand  The  paper  approached  the  problem  by  diversifying  from  several  angles.  It  “ag- 
and  25  thousand  dollars  a  month  in  gressively”  sought  more  commercial  printing  and  distribution,  and  now  prints 
revenue.  That  percentage  is  con-  The  New  York  Times,  The  Wall  Street  Journal,  and  Investor’s  Business  Daily, 

stantly  growing.”  along  with  USA  Today,  formerly  its  sole  commercial  printing  client. 

On  a  larger  scale,  Gannett  Digital  The  Morning  News  also  created  CrowdSource,  an  event  marketing  division,  as 

Marketing  Services  offers  similar  so-  :  an  addition  to  its  portfolio.  The  purpose  was  to  generate  incremental  revenue 
lutions  to  the  local  markets  served  by  '  while  engaging  consumers  \vith  the  brand.  Last  year,  for  example,  CrowdSource 
the  81  newspapers  and  23  TV  stations  created  an  event  called  Walk  In  The  Park  to  bring  residents  out  to  a  new  down- 
owned  by  the  media  giant.  Vikram  town  park  in  which  the  paper  sponsors  a  reading  and  games  room.  Currently, 
Sharma,  president  and  chief  executive  j  CrowdSource  is  working  with  other  organizations  on  a  50th  anniversary  corn- 
officer  of  Gannett  Digital,  said,  “A  few  !  memoration  of  the  JFK  assassination  in  Dallas. 

years  ago  we  came  to  the  conclusion  Another  new  part  of  the  company  is  508  Digital.  This  business  —  named  for 
that  we  want  to  be  branded  as  a  local  ;  the  address  of  the  newspaper’s  building  —  operates  like  an  agency,  offering 
company  that  helps  local  advertis-  ;  digital,  social  media,  and  search  engine  optimization  services  for  small-  and 
ers.  Toward  that  end  we  refreshed  ;  medium-sized  businesses.  Speakeasy  is  another  marketing  and  promotions  divi- 
our  product  line  —  careerbuilder.  sion  that  provides  social  media  strategy  and  execution  for  local  businesses  that 
com,  apartments.com,  and  cars.com,  offers  “content  marketing  delivered  via  smart  social  media.” 
among  them.”  Finally,  the  Dallas  Morning  News  started  two  magazines,  Texas  Wedding  Guide 

Although  the  company  services  more  and  Design  Guide,  as  yet  another  way  to  expand  the  brand  and  increase  revenue, 
than  100  markets  nationwide,  Sharma  Based  on  results  thus  far,  Moroney  said,  “We  will  continue  to  pursue  a  strategy 
said  the  focus  is  still  very  much  ,  that  builds  new  sources  of  revenue  off  the  foundation  of  our  brand,  our  core 

aligned  with  local  values  and  small-  to  I  competencies,  and  our  infrastructure.” 

medium-sized  businesses.  If  all  this  sounds  a  bit  much  for  one  company  to  offer  in  one  city,  the  local 

“We  are,”  he  said,  “a  local  busi-  I  clients  in  Dallas  apparently  don’t  agree, 
ness  that’s  chosen  to  diversify  our  “The  business  is  doing  great.  We’ve  been  able  to  attain  at  or  above  business 
product  set  by  acquisition  and  using  ;  plan.  We’re  happy  with  the  level  of  service  we’re  supplying  to  our  clients,”  Brian 
that  to  help  existing  clients.  This  is  *  Ritenour,  508  Digital  general  manager,  said.  “We  have  52  employees.  Thirty 
a  fully  owned,  integrated  business.  are  sales  reps  and  four  are  sales  managers.  We  bring  in  new  clients  who  don’t 
We  took  our  disparate  digital  busi-  i  advertise  with  the  Dallas  Morning  News.  We  integrated  our  products  with  our 
nesses  and  pulled  them  together  i  core  sales  team  who  can  sell  the  product.  Our  philosophy  is  to  treat  each  client 
to  build  a  digital  solution  that  is  a  i  like  your  best  friend  or  family  member.” 
one-stop  shop  of  digital  marketing. 

The  scope  of  what  we’re  doing  is 

certainly  aligned  with  helping  our  i  FORGING  LOGAL  PARTNERSHIPS 

markets  and  existing  customers.”  i  The  scope  of  the  Morning  News’  efforts  is  so  broad  that  the  A.H.  Belo-owned 
According  to  Sharma,  that  strategy  paper  is  also  partnering  with  Hearst-owned  media  services  company  LocalEdge. 
has  paid  off,  as  a  quarter  of  the  compa-  I  It  is  the  first  non-Hearst  paper  to  do  so.  Ritenour  said,  “We’ve  been  working  with 
nj^s  business  now  comes  from  digital.  (LocalEdge)  since  early  first-quarter  of  2012.  With  them  we  are  able  to  offer  a 
“I  think  our  business  is  extraordinarily  ■  complete  suite  of  solutions  that  is  unique  in  the  marketplace,  because  we  offer 
strong.  The  demand  is  veiy,  very  high,”  ;  eveiything  —  SEO,  SEM  (search  engine  marketing),  etc.  We  offer  it  all  at  do-it- 
he  said.  “It  solves  what  has  been  a  big  yourself  prices,  but  you  don’t  have  to  do  it  yourself.” 
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“WE  OFFER  IT  ALL  AT  DO-IT- 
YOURSELF  PRICES,  BUT  YOU  DON’T 
HAVE  TO  DO  IT  YOURSELF.” 

>  Brian  Ritenour,  508  Digital  General  Manager 


Jeff  Folckemer  is  president  and 
chief  executive  officer  of  LocalEdge 
and  senior  vice-president  of  Hearst’s 
newspaper  division.  He  said,  “Hearst 
acquired  our  company  in  2004. 
LocalEdge  evolved  as  a  company.  We 
began  by  printing  yellow  pages,  but 
that  part  has  been  fading  fast.” 

With  print  yellow  pages  succumb¬ 
ing  to  many  of  the  same  difficulties  as 
print  newspapers,  LocalEdge’s  transi¬ 
tion  to  a  digital  services  provider  was  a 
logical  step. 

“We  handle  digital  marketing 
services.  Newspapers  generally  have 
a  fixed  amount  of  advertising,  and 
they’ve  never  been  able  to  break  out  of 
that  mold,”  Folckemer  said.  “We  help 
set  up  custom  and  prepackaged  sales. 
We  train  their  staffs  in  how  to  sell 
websites,  mobile  sites,  Google,  Yahoo, 
Facebook,  SMS  texting,  SEO,  SEM  — 
all  of  it.  And  we  train  them  in  how  to 
train  staff.  We  generally  train  them 
for  two  weeks  so  their  trainers  and 
managers  can  take  over.” 

This  intensive  focus  on  training  is  not 
just  for  the  sake  of  getting  the  pajier 
caught  up  with  current  technology, 
but  also  to  propel  it  into  the  future 
without  getting  left  behind  by  the  next 
wave  of  change. 

“We  are  taking  the  newspaper  into 
the  next  few  years  of  technology.  We 
give  our  clients  one  dashboard  on 
which  they  can  see  everything  about 
the  program  they’ve  purchased,  and 
they  can  tie  everything  back  to  the 
newspaper,”  he  said. 

“We  don’t  make  money  until  they 


make  money.  We  go  in  as  a  partner  with  the  newspaper  and  enable  them  to  use 
the  feet  on  the  street  they  already  have  to  build  their  market  and  the  brand  they 
already  have,”  Folckemer  said. 


i  KNOW  THY  CLIENTS 

!  At  the  MinneaiX)lis  Star  Tribune,  Jeff  Griffing,  chief  revenue  officer  of  Star 
Tribune  Media  Co.,  said,  “I  came  to  Minneapolis  three  years  ago.  I  was  formerly 
the  publisher  of  Sports  Illustrated  in  New  York.  Here,  I  found  myself  walking 
i  out  of  meetings  with  prospective  clients,  because  we  had  nothing  to  offer  in  the 
:  budget  of  a  small  business,  and  we  couldn’t  get  a  product  to  achieve  the  results 
the  client  wanted.  In  April  2012  I  set  out  tp  find  a  solution.  I  believe  it’s  the  Star 
Tribune’s  responsibility  to  help  Minnesota  grow  by  helping  its  small  businesses.” 

After  much  thought  and  research,  Griffing  said,  “We  made  the  decision  to  start 
Star  Tribune  Radius.  We  launched  that  new  division  and  a  new  team  in  Octo¬ 
ber  2012.  We’ve  got  15  salespeople  and  five  customer  support  people.  They  are 
completely  separate  from  the  traditional  newspaper  sales  staff.” 

The  separation  of  the  digital  staff  represents  the  level  of  specialization  the  Ra- 
j  dius  team  is  able  to  offer  local  clients. 

“All  15  salespeople  are  digital  experts  who  are  Google  certified,  because  they 
i  understand  SEM  and  SEO.  They’re  also  all  trained  in  our  product  line,”  Griffing 
said.  “In  the  first  she  months  we’ve  had  tremendous  success  in  bringing  advertis¬ 
ing  programs  to  small  businesses  in  which  they  can  measure  results.  We  give 
them  a  dashboard  on  which  they  track  phone  calls,  site  visits,  and  inquiry  leads.” 

When  it  comes  to  determining  which  digital  services  to  offer,  Griffing  said  mar¬ 
ket  research  is  key.  Fortunately,  local  newspapers  are  in  a  unique  position  to  take 
advantage  of  the  dynamics  their  particular  communities  offer.  “The  one  thing  I’ve 
learned  for  certain  is  that  every  market  in  the  country  is  unique.  In  talking  to  other 
:  markets  I’ve  learned  that  every  market  reacts  differently,”  he  said. 

I  Other  newspapers  that  are  considering  opening  a  digital  marketing  services 
I  branch  of  their  business  should  be  prepared  for  constant  change  and  lots  of  hard 
i  work.  “We’ve  tweaked  our  products  and  packages.  We  sell  in  bundles  off  em  a 
la  carte  list  of  20  or  25  offerings,  and  we  feel  we  have  it  right.  The  acceptance  is 
great.  But,  this  is  by  no  means  easy  money,”  Griffing  said.  “It  is,  for  certain,  effort 
i  and  money  that  is  well  spent.”  ■ 

{Elkn  Sterling  is  an  award-winningjoumalist.ANew  Yorker,  she’s  now 
living  in  Las  Vegas,  where  she  blogs  on  the  Huffington  Post,  reviews  shows 
and  moxnes,  and  freelances.  Reach  her  at  elleridiariesterling@rriac.com. 
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\V  hat  you  to  know  hrCorc' 
outsourcing  vour  busiiu'ss  model 

f 

By  Rob  Tornoe 

Anyone  who  has  been  part  of  a  newsroom  during  the  last  five  to  10 
years  understands  all  too  well  the  challenges  facing  modern  jour¬ 
nalism.  Technological  barriers,  staffing  issues,  methods  of  delivery 
—  all  are  valid  concerns  for  any  news  organization  trying  to  flourish  in 
the  modern  media  environment.  But  they  are  also  all  secondary  to  the 
largest  problem  facing  journalism:  funding. 


Journalism  in  the  mid-20th  centuiy  was  a  fluke 
of  advertising  dollars,,  when  cash-flush  newspa¬ 
pers  were  able  to  fund  every  journalistic  whim, 
and  newspapers  maintained  ridiculous  profit 
margins  in  the  process.  With  the  rise  of  the  Inter¬ 
net,  those  days  are  long  gone,  and  media  com¬ 
panies  now  have  to  get  creative  when  it  comes  to 
plugging  the  budget  holes. 

Ironically,  as  we  look  toward  the  future  of  fund¬ 
ing  models,  one  possible  solution  might  have  its 
foundation  in  the  past.  For  years,  we’ve  tuned 
into  our  local  public  broadcasting  station  and 


sighed  as  hosts  pushed  their  tedious  pledge  drive; 
asking  listeners  to  pony  up  to  support  their  news¬ 
gathering  operations. 

With  the  advent  of  online  crowdfunding, 
newspapers  and  journalists  are  learning  that 
the  public  media  approach  —  asking  the  people 
who  directly  benefit  from  the  news  to  volunteer 
the  money  to  help  develop  it  —  may  be  a  viable 
option  to  fund  projects  that  would  otherwise 
remain  on  the  cutting  room  floor. 

Take  De  Corresf>ondent,  an  online-only  Dutch 
news  site  and  crowdfunding  project  started  by  Rob 
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Wijnberg,  former  editor-in-chief  of  Dutch  national 

Increasingly,  Kickstarter  has  become  a  pow¬ 

newspaper  NRC  Next.  De  Correspondent  got  olT 

erhouse  for  crowdfunding  journalism.  To  date. 

the  ground  in  March  when  Wijnberg  pitched  his 

there  have  been  more  than  280  successfully  fund¬ 

1 

idea  for  a  new  type  of  online  journalism  on  Dutch 

ed  journalism  projects  on  Kickstarter  (not  in¬ 

television.  Within  just  24  hours,  his  team  raised 

cluding  documentary  films)  and  more  than  $2.9 

more  than  Dl  million  ($1.3  million)  from  more 

million  pledged  to  journalism  projects.  Think  less 

than  17,000  people  who  paid  D60  (some  donated 

comic  books  and  band  albums,  and  more  along 

even  more)  for  an  annual  subscription  to  the  news 

the  lines  of  Narratively,  which  raised  $53,739  to 

site,  which  is  set  to  go  live  in  September. 

launch  a  digital  publication  devoted  to  sharing 

“We  were  overwhelmed,  especially  by  how  fast 

in-depth  stories  about  New  York. 

i 

it  was  and  especially  by  how  much  enthusiasm 

“The  journalism  category  on  Kickstarter  has 

people  showed  for  the  initiative,”  Wijnberg  said. 

been  one  of  the  more  vibrant  communities  to 

i 

“People  really  mailed  us  lots  of  letters  and  sent 

fund  projects  in  the  last  couple  of  years,”  said 

tweets  and  everything  saying  that  ‘I’m  so  glad  you 

Kickstarter  spokesman  Justin  Kazmark.  “There 

started  this.’  We  didn’t  expect  that.” 

has  been  a  tremendous  amount  of  creativity  from 

Crowdfunding  has  taken  off  in  popularity  over 

various  journalists  and  newsmakers  experiment¬ 

the  last  few  years,  giving  journalists  several  op¬ 

ing  with  form  and  content.” 

tions  when  looking  for  a  platform  to  fund  their 

For  journalists  looking  to  crowdftmd  a  project. 

efforts.  RocketHub  is  a  platform  designed  spe¬ 

it’s  important  to  understand  Kickstarter’s  terms 

cifically  for  creative  types  with  a  focus  on  group 

before  committing  to  it  as  your  primary  funding 

funding,  while  Givezooks!  is  a  crowdfunding 

platform.  The  first  and  most  famous:  All  crowd¬ 

option  specifically  for  nonprofit  organizations. 

funding  campaigns  on  Kickstarter  are  all  or  noth¬ 

f 

including  newsrooms.  But  if  you’re  serious  about 

ing.  If  you’ve  set  your  campaign’s  duration  for  30 

crowdfunding  your  journalism  project,  chances 

days  and  don’t  reach  your  fundraising  goal  by  the 

are  youll  turn  to  either  Kickstarter  or  Indiegogo. 

end  date,  sorry,  you  get  nothing. 

There  are  two  other  major  guidelines  that 

Kickstarter  projects  must  meet  before  they  are 

Currently  the  most  popular  crowdfunding  web¬ 

approved  to  go  live.  Every  project  must  fit  within 

site,  Kickstarter  launched  in  2009  and  caught  on 

one  of  the  13  creative  categories  Kickstarter  of¬ 

immediately  with  both  creators  and  donors  as  a 

fers.  Journalism  projects  wall  likely  fall  under  the 

low-risk  option  to  fund  creative  projects.  TIME 

publishing  category,  but  there  are  other  catego¬ 

magazine  even  listed  it  as  one  of  the  Best  Inven¬ 

ries,  such  as  art,  comics,  food,  and  photography 

tions  of  2010. 

that  could  also  apply. 

1  Kickstarter  is  perhaps  best  known  for  its  most 

5  successful,  bizarre,  and  creative  projects:  $67,436 

The  other  major  guideline  is  that  every  cam¬ 
paign  on  Kickstarter  must  be  a  project.  So  a 

to  build  a  statue  of  Robocop  in  Detroit;  $10,560 

journalist  looking  to  do  human  interest  report¬ 

\ 

to  fund  Titanoboa,  a  50-foot  electromechanical 

ing  in  Sri  Lanka  must  pitch  the  end  result  of  the 

f  snake;  $572,891  to  develop  a  facemask  to  help 

journalism,  not  the  process  itself.  “There  has  to 

people  lucid  dream;  $50,026  to  fund  a  video- 

be  a  complete  scope  —  a  beginning  and  an  end,” 

game  history  museum.  You  get  the  picture. 

Kazmark  said,  adding  that  physical  or  digital 

1 
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perks  given  to  donors  will  attract  the  most  sup¬ 
port  for  a  project. 

Another  major  consideration  for  interested 
creators  is  cost.  While  it’s  free  to  post  a  project  on 
Kickstarter,  and  it  costs  nothing  if  the  campaign 
isn’t  successful,  Kickstarter  charges  a  5  percent 
fee  for  all  successfully  funded  projects.  On  top  of 
that,  Kickstarter  outsources  all  credit  card  pro¬ 
cessing  to  Amazon,  which  charges  an  additional 
3  to  5  percent  per  transaction,  depending  on  the 
size  of  the  donation. 

One  major  benefit  to  Kickstarter  is  the  plat¬ 
form’s  integrated  social  networking,  which 
enables  users  to  follow  people  they  know,  just  as 
they  would  on  Facebook.  So,  Kickstarter  mem¬ 
bers  are  notified  when  a  friend  backs  a  project, 
allowing  a  second  level  of  promotion  to  like- 
minded  individuals  who  may  not  have  heard 
about  the  project  otherwise.  With  the  site  ap¬ 
proaching  1  million  users  who  have  backed  more 
than  one  project,  it’s  a  powerful  network  and  a 
huge  source  of  potential  funding. 

I  ihI 

A  popular  alternative  to  Kickstarter’s  restrictions 
is  another  platform  called  Indiegogo.  Officially 
launched  at  Sundance  Film  Festival  in  2008, 
Indiegogo  started  off  with  a  focus  on  film  projects 
but  has  since  grown  to  encompass  several  cre¬ 
ative  categories  that  apply  to  journalists  looking 
to  fund  their  projects. 

The  biggest  distinction  between  Indiegogo  and 
Kickstarter  is  the  ability  to  keep  all  funds  that 
are  raised,  even  if  the  established  fundraising 
goal  isn’t  met.  Indiegogo  refers  to  this  as  “flexible 
funding”  and  charges  a  9  percent  fee  on  these 
campaigns,  versus  the  4  percent  fee  it  charges  for 
projects  that  reach  their  full  goal. 

“A  common  misperception  about  crowdfimding 
is  that  you  need  to  raise  all  the  money  for  your 


'People  want 
to  fund 
people,  not 
just  ideas.” 


»  Danae  Ringelmann,  indiegogo 
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project  at  once,  but  it’s  quite  the  contrary,”  said 
Danae  Ringelmann,  co-founder  and  chief  operat¬ 
ing  officer  of  Indiegogo.  “Many  campaigners  just 
need  to  raise  funds  to  get  them  to  the  next  level, 
which  is  why  even  if  a  campaign  doesn’t  ultimate¬ 
ly  reach  its  target,  it  can  still  be  a  success.” 

Another  difference  is  that  Indiegogo  campaigns 
don’t  have  to  be  project  based,  as  Kickstarter  re¬ 
quires.  Cartoonist  Bill  Day,  whom  I  wrote  about 
in  January  for  editorandpublisher.com,  was  able 
to  successfully  raise  $41,764  as  his  full-time  sal¬ 
ary  for  a  year  while  he  continued  cartooning.  On 
Kickstarter,  this  type  of  campaign  would  not  have 
been  allowed. 

“We  were  created  out  of  a  frustration  that  people 
could  not  find  binding  for  or  participate  in  their 
life’s  passions,  because  something  stood  in  their 
way,”  Ringelmann  said.  “At  Indiegogo,  there  is  no 
waiting,  there  is  no  one  telling  you  that  your  idea 
isn’t  cool  enough,  there  is  no  playing  favorites.” 

Tips 

According  to  Kazmark,  44  percent  of  all  projects 
that  launch  on  Kickstarter  reach  their  goal.  If  a 
project  reaches  20  percent  of  its  goal,  it’s  going 
to  be  successful  81  percent  of  the  time.  So,  how 
can  journalists  ensure  their  projects  turn  into 
success  stories? 

For  starters,  Kazmark  suggests  signing  up  to 
whichever  crowdftmding  platform  best  fits  your 
project’s  needs,  and  help  fund  a  couple  of  projects 
yourself.  By  experiencing  what  it’s  like  to  be  a 
backer,  you’ll  have  a  better  understanding  of  all 
the  steps  that  go  into  marketing  a  project. 

Next,  make  sure  you’ve  assessed  all  your  costs 
properly  before  committing  to  a  fundraising  goal. 
Last  June,  nearly  the  entire  staff  of  GOOD  maga¬ 
zine  was  laid  off.  Instead  of  immediately  sprucing 
up  their  resumes  or  pounding  the  pavement  for 
work,  the  former  co-workers  decided  to  band 


'  together  to  create  one  last  magazine.  They  turned 
;  to  Kickstarter  for  their  crowdfunding  project  and 
.  were  able  to  successfully  raise  $45,452,  three 
'  times  their  goal  of  $15,000. 

However,  had  they  only  reached  their  goal 
and  not  a  penny  more,  they  would  have  ended 
up  losing  money  on  the  effort.  The  entire  cost 
to  produce  their  magazine.  Tomorrow,  includ- 
i  ing  printing,  shipping,  and  everything  else,  was 
1  $38,479,  well  above  their  $15,000  goal.  Luckily, 

I  with  the  money  raised  on  Kickstarter,  and  some 
additional  income  sources  such  as  online  sales  of 
i  the  magazine  and  sponsorships  from  MailChimp 
and  Flipboard,  they  were  able  to  cover  all  costs 
and  eke  out  a  small  profit  for  everyone  involved. 

Another  important  factor  in  having  a  successful 
campaign  is  producing  a  short  video  to  go  along 
with  the  pitch.  Both  Kazmark  and  Ringelmann 
agree  this  is  one  of  the  most  essential  aspects  to 
a  successful  campaign.  Ringlemann  said  that  In¬ 
diegogo  campaigns  with  videos  raise  114  percent 
^  more  money  than  those  with  no  video. 

“People  want  to  fund  people,  not  just  ideas,  so 
I  it’s  important  for  you  to  tell  potential  contnbu- 
tors  why  your  project  is  important  to  you  and 
i  about  the  impact  that  it  will  make  on  the  world,” 
i  Ringelmann  said. 

Ringelmann  and  Kazmark  both  said  they  en- 
I  courage  journalists  to  be  proactive  in  promoting 
I  their  crowdfunding  campaign.  “Gletting  the  word 
I  out  is  important  so  people  feel  inspired  to  share 
I  your  story  with  their  networks,  growing  your 
I  donor  base,  and  ultimately  funding  your  project,” 
j  Kazmark  said. 

I  A  key  to  crowdfimding  is  that  you  have  to 
^  depend  on  your  own  networks  to  get  the  word 
I  out,  not  the  platform  you’ve  chosen.  While  both 
Kickstarter  and  Indiegogo  feature  stories  on  their 
front  page  and  promote  via  social  media,  at  any 
given  time  there  are  hundreds  of  projects  vying 
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for  attention,  so  you  can’t  depend  on  anyone  but 
yourself  to  get  the  word  out. 

Indiegogo  has  found  that  campaigns  that  send 
out  updates  every  one  to  five  days  raise  an  aver¬ 
age  of  100  percent  more  than  those  that  don’t. 
Ringelmann  said  this  is  especially  important  for 
journalists  trying  to  fund  news-based  projects, 
as  there  is  a  lot  of  media  coverage  of  journalism 
trends  and  the  news  media  that  campaigns  can 
take  advantage  of. 

“Send  them  a  new  writing  sample  or  ask  them  to 
promote  the  campaign  on  their  social  networks,” 
Ringelmann  said.  “Journalists’  funders  want  to 
stay  in  the  know  and  by  doing  so,  campaign  own¬ 
ers  will  be  able  to  keep  their  contributors  active 
and  engaged.” 

Perks  are  also  an  important  part  of  the  pitch, 
and  the  best  reward  is  a  perk  that  narrows  the 
distance  between  the  journalist  and  the  audi¬ 
ence.  On  Kickstarter,  the  most  common  pledge 
is  $25,  and  the  average  pledge  amount  is  $71,  so 
that  sweet  spot  in  between  is  where  most  projects 
should  focus  to  have  the  best  chance  at  success. 
This  means  developing  perks  that  could  attract 
donations  to  that  level.  Maybe  it’s  a  copy  of  the 
book  or  magazine  that  sums  up  your  project,  or 
maybe  it’s  a  T-shirt  to  go  along  with  an  e-book  or 
website  membership. 

A  successful  crowdfunding  exercise  is  just  the 
first  chapter.  If  your  pitch  is  successful,  you’ll 
be  left  with  a  community  of  supporters.  Sharing 
information  along  the  way  vdth  donors  to  keep 
them  in  the  loop  is  almost  as  valuable  to  them  as 
the  ultimate  project  you’re  looking  to  produce. 

“In  addition  to  the  perks  and  end  product, 
backers  really  want  and  value  an  all-access  pass 
to  the  creative  process,”  Kazmark  said.  “To  them, 
it’s  not  just  about  bringing  a  new  project  or  idea 
to  light,  but  being  part  of  the  process  that  sees  it 
come  to  fruition.”  ■ 


Rob  Tomoe  is  a  cartoonist  and  columnist 
for  Editor  &  Publisher  and  can  be  reached 
at  robtomoe@gmail.com. 


AmericaEast 


Technology  and  operations 
take  center  stage 
in  Hershey 

BY  NU  YANG 


Nearly  600  people  attended  this  year’s  AmericaEast  Operations 
and  Technology  Conference.  April  8-10,  in  Hershey,  Pa.  Pennsylvania 
NewsMedia  Association  (formerly  known  as  the  Pennsylvania  Newspaper 
Association)  partners  with  12  other  state  press  associations  as  well  as 
Suburban  Newspapers  of  America  to  bring  a  wide  variety  of  exhibitors 
and  programming  to  newspaper  executives  who  attend  AmericaEast.  Visit 
americaeast.panewsmedia.org  for  future  dates  and  more  information. 
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Savings  Swbilit> 
Sustainable  solutions 


One  click  rielivors 
vniu  content  to  ani 
mobile  device 


7in10Ai' 
Print  Qua 
winnp' 


PRE-MEDIA 
WORLD-CLASS 
PRINTING  i 
OISTRIBUTIO^I 


GANNETT 


vTxir 


1.  Rich  Parker  (standing)  and  Gienn  Gross  of  Agfa  Graphics.  2.  Welcome  to  Hershey.  i  ESP  sales  manager  Ana  Manzo  and  Connie  Gallagher  of  Gannett 
Publishing  Services.  4.  MundiWare  chief  executive  officer  Flavio  Coragem  (left)  and  managing  director  Pablo  Pastore  give  a  demonstration  of  their 
product  on  the  trade-show  floor.  S.  Rik  Bienvenue  and  Espen  Holmen  of  Libercus.  6.  Jeremy  Beha,  Jeff  Rapson,  and  Matt  Larson  of  Our  Hometown, 
Inc.  7.  Doug  Herman,  Jon  Chang,  and  Jeremy  Kagan  of  Pricing  Engine,  Inc.  8.  Micah  Woodard  and  Mary  Jo  Burch  of  Times-Shamrock  Creative  Services. 
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AmericaEast 

2013 

WE  ASKED  NEWSPAPER  EXECUTIVES  AND  AMERICAEAST  EXHIBITORS, 


WHAT  IS  YOUR  BIGGEST  CONCERN  RIGHT 
NOW  RELATING  TO  OUR  INDUSTRY? 


I  P 


H  CONNIE  GALLAGHER,  GANNETT  PUBLISHING  SERVICES 

“How  long  are  we  (newspapers)  going  to  last?  Newspapers  need  to 
start  making  smarter  solutions  and  stick  to  what  they  know  —  content. 
Production  should  be  sent  elsewhere.” 


GLENN  KNARR,  TIMES-SHAMROCK  CREATIVE  SERVICES 
“How  do  we  adapt  to  the  changing  electronic  world?” 


HAL  MARION,  TIMES-SHAMROCK  CREATIVE  SERVICES 

“How  do  we  find  advertising  revenue  with  our  combined  print 

and  electronic  audience?” 


HENRY  NYCE,  PUBLISHER,  THE  REPUBUCAN-HERALD  (POTTSVILLE,  PA.) 

“We  have  the  digital,  mobile,  and  print  readership,  but  how  do  we  make 
revenue  from  them?  How  do  we  equate  that  to  a  revenue  flow?” 


■  RICH  PARKER,  AGFA  GRAPHICS 

“Consolidation.” 


■  ROBERT  GRANFELDT,  VICE  PRESIDENT  OF  DIGITAL  MEDIA, 

SOUTHERN  COMMUNITY  NEWSPAPERS  INC. 

“Sales  reps  have  too  much  to  sell.  Special  sections  are  killing  us, 
and  it  stops  us  from  selling  other  things.” 


SHANNON  KINNEY,  DREAM  LOCAL 

“Trying  to  figure  out,  broaden,  and  diversify  our  advertiser  base. 
We  need  a  compelling  model  for  our  digital  sales.” 
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Business  Directory 


Companies  that  provide  publishing 
leaders  products  and  services  that 
help  save  time,  generate  new  revenue 
models  and  strengthen  existing  ones.  ^ 


Tr'Ppons 

Coupons  that  travel  with  you. 

Local.  Mobile.  Green. 


Contact:  Kim  Lugthart 
Sales  Director 
406.531.9056 
klugthart@trippons.com 


Kent  Myers,  CEO 

970.390.7207 

kent@trippons.com 

Website: 

www.trippons.com 


Who  We  Are 

Trippons.com  provides  a  simple  mobile  marketing  profit  center  for 
newspapers.  Positioning  our  partners  as  the  go-to  solution  for  mobile,  we 
provide  the  software  and  expertise  so  you  can  provide  local  businesses 
with  a  smart  mobile  program.  Mobile  coupons  are  being  redeemed  by 
over  35  million  Americans  this  year  -  we  make  it  easy  and  profitable  for 
you  to  corner  the  local  market  share. 

New  Profit  Center  Newspapers 

Use  Trippons  mobile  coupon  program,  or  white  label  with  your  brand. 
Exclusive  sales  agreement  covers  your  defined  territory;  sliding  scale  by 
market  size.  Our  sales  training  for  your  team,  and  expertise  in  launching  a 
successful  local  program.  Merchants  expand  their  online  presence;  rise  in 
search  results  and  use  simple  cross-channel  marketing  opportunities.  One 
flat  annual  fee  for  merchants;  no  revenue  share.  All  data  is  tracked,  and 
reported  monthly. 


PCF 


Publishers  Circulation 
Fulfillment,  Inc. 

502  Washington  Avenue 
Suite  500 

Towson,MD21204 
United  States 


Phone 

410.821.3485 
Toll  Free 
(877)  PCF-6668 
Sales  Contact 
Joe  Neuhof 

Vice  President,  Business 
Development 


Who  We  Are 

PCF,  Inc.  is  the  largest  U.S.  independent  newspaper 
home  delivery  and  distribution  logistical  services 
company,  handling  over  10  million  copies  per  week 
for  more  than  60  publications.  PCF  also  handles, 
TMC,  single  copy  and  bulk  distribution,  amenity 
copies,  zoned  and  other  special  distribution 
programs. 
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AutoConX 

SYSTEMS 


2010 

INNOVATION 

AWARD 

WINNER 


ICMA 

International  Classified 
Media  Association 


ICMAoniine.org  CarTruckTRADER.com 


fr«//ified/ 

Where  framtiy  and  fnends  share  classifieds 

frassifieds.com 


FarmCountryTRADER.com 


AutoConX  Systems* 

3701  W.  49th  St.  * 

Suite  200B 
Sioux  Falls,  SD  57106 

Contact:  Rob  Hage,  CEO 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 
Website:  autoconx.com 

Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers.The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 


How  would  a  newspaper  benefit  from  your  product  or  service? 

As  print  publishers  ourselves  since  1 989,  who  have  gone  through  our  own  digital 
learning  curve  since  1 997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
I  provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
I  revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
,  improvement  with  its  award-winning  team. 

Success  Stories: 

With  hundreds  of  satisfied  customers,  AutoConX  won  the  Innovation  Award  in 
201 0  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  countries. 

Testimonial: 

"A  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search  ended  when  we  found  AutoConX. 

AutoConX  offers  a  fantastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 
i  AutoConX  is  simply  the  best  vendor  we  have  used  for  our  business,  period. " 

Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 


'1#  VISION  DATA 

Vision  Totai Advertising  •  Vision  Totai  Circuiation  •  VisionWeb  Suite 
Vision  Total  AP/GL  •  Vision  Layout/Pagination  •  Vision  Ad  Tracking 


Vision  Data  Sales 
Contacts: 

Amy  Weaver  i 

423-975-9389  | 

weaver@vdata.com  | 

Tim  Donnelly  i 

518-261-7030  I 

donnelly@vdata.com  ! 

Main  Office 
518-434-2193 

sales@vdata.com  ' 

Website:  www.vdata.com  j 

Who  We  Are 

Vision  Data  is  the  nation's  most  exper-  i 
ienced  and  widely  used  supplier  of  I 
software  designed  specifically  for  the 
newspaper  industry, since  1976.  We 
are  proud  of  our  proven  history  of  out-  | 
standing  service  to  the  publishing  in-  ! 
dustry  with  quality  software  products. 
Over  the  past  40  years,  we  have  built  a  : 
solid  reputation  for  impeccable  cus¬ 
tomer  service,  coupled  with  state-of-  [ 
the-art  innovation.  In  addition  to  local  i 
server  installations,  multi-sites  with  i 
remote  papers  linked  to  a  single  i 
central  server,  we  also  offer  laaS  and  i 
SaaS  Vision  Data  hosted  "cloud" 
options.We  know  newspapers  and  our  | 
trainers  and  support  people  know  i 
newspaper  problems  and  speak  your  i 
language.  Through  our  experienced  I 
staff  and  our  ongoing  investment  in 
cutting-edge  product  development, 
we  have  earned  a  solid  reputation  for 
customer  satisfaction  and  retention 
that  is  unmatched  in  the  industry. 


Benefits  to  a  Newspaper 

Publishers  realize  a  faster  ROI  with  Vision  Data,  enjoy  a  worry-free,  updated  system  that 
is  flexible  enough  to  keep  pace  with  and  stay  one  step  ahead  of  the  industry's  needs. 
Vision  Data's  built-in  features  save  money.  Applications  are  designed  to  be  fully  trans¬ 
parent,  provide  real-time  integration  without  costly  and  inefficient  interfaces.  Features 
such  as  the  VisionWeb  suite  for  self  service,  account  self-management,  built-in  CRM 
and  browser  enabled  sales  order  entry,  E-Tears,  Sales  Campaign  Manager,  Sales  Pack¬ 
age  management,  exceptional  reporting  and  many  more  features. 

Vision  systems  are  fast  and  user-friendly,  reducing  training  time  and  providing  more 
time  for  productive  sales  and  account  management  activities. 

Why  Companies  Choose  Us 

Publishers  choose  Vision  Data  because  of  our  full  menu  of  applications  that  minimize 
the  need  for  interfaces,  while  providing  a  robust,  user-friendly  management  solution 
for  today's  print  and  digital  publications.  Customers  receive  attractive  pricing, on-going 
support  that  include  version  upgrades,  excellent,  customer  service  and  unsurpassed 
system  performance  that  feature  industry-leading  technology  such  as  browser  remote 
sales  management/order  entry  tools  for  outside  reps  and  direct 
access  to  the  system. 

How  We  Are  Different 

Vision  Data  has  grown  steadily  by  listening  to  it's  clients  and  investing  heavily  in  prod¬ 
uct  development  to  meet  the  industry's  evolving  needs.  Our  growth  comes  from  in¬ 
dustry  knowledge,  innovation  and  customer  loyalty,  rather  than  by  acquisition  and/or 
merger. 

Success  Stories 

Publishers  today  are  scaling-back  costs,  lowering  their  total  resources.  Keeping  reps 
outside  selling  ads  has  become  most  important  as  has  the  need  for  information  on  de 
mand;  VisionWeb  Sales  CRM  provides  that  ability.  With  VisionWeb  Sales  CRM  your  reps 
can  view  and  manage  their  accounts,  see  their  goals  against  monthly  actual 
activity  and  place  ads  without  entering  the  building  or  contacting  accounting.  They 
can  also  view  and  resend  ETears,  Statements  and  Ad  Confirmations  with  a  touch  of  a 
screen.  Everything  they  need  to  increase  ad  sales  is  at  their  fingertips  through  a 
secure  hosted  portal.  Sites  are  recording  hours  of  saved  time,  more  efficient 
customer  service  and  increased  ad  counts. 

Testimonial/Current  Clients 

"Pride  in  product  is  part  of  the  recipe,  but  a  large  ingredient  is  Vision  Data's  Total  Advertising 
software  and  the  capabilities  it  presents.  The  ease  by  which  to  create  graphically  appealing 
bold  and  display  ads,  to  colorize  an  ad,  to  paginate,  and  to  maintain  record-keeping,  has 
helped  our  classified  department  grow  its  product  and  produce  an  award-winning  section. 
Record-keeping  and  note-taking  capabilities  on  each  account  help  our  representatives  be 
more  personal  and  therefore  more  effective  with  each  account.  Thank  you.  Vision  Data. 
We've  done  a  lot  of  growing  together,  and  the  journey  has  been  good. " 

-  Holly  Schiferle,  Bee  Newspapers 


Southern  Lithoplate,  Inc. 

P.O.Box  9400 
Wake  Forest,  NC  27588 


Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 
Phone:800-638-7990 
Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  www.slp.com 


Who  We  Are 


Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  premedia 
lithoplates  and  a  full  spectrum  of  pre¬ 
press  and  pressroom  technologies  for 
newspaper  and  commercial  publish¬ 
ing.  Southern  Lithoplate  is  headquar¬ 
tered  in  North  Carolina  with 


manufacturing  plants  in  North  Carolina 
and  Michigan.  Superior  pressroom  ma¬ 
terials,  24/7/365  technical  support  and 
passion  for  product  quality,  value  and 
performance  have  made  Southern 
Lithoplate  the  leading  supplier  and 
service  provider  to  North  American 
newspaper  printers.  As  newspaper 
publishers  seek  new  print  opportuni¬ 
ties  and  added  value  for  advertisers 


and  print  buyers.  Southern  Lithoplate 
innovation  improves  print  quality, 
maximizes  production  efficiencies  and 
strengthens  company  margins. 


Benefits  to  a  Newspaper 

Southern  Lithoplate's  customized  solutions  deliver  superior  printability,fast  imag¬ 
ing  speeds  and  repeatable  results.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC 
violet  plates  and  market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates 
enable  commercial  quality  at  newspaper  prices.  Our  leadership  in  thermal  and 
violet  plate  technologies  gives  newspaper  publishers  new  ways  to  succeed. 


Why  Companies  Choose  Us 

Southern  Lithoplate  not  only  offers  reliable,  productive  and  powerful  solutions  — 
with  more  to  come  —  we  also  understand  our  customers'  businesses.  We  work  with 
Strategic  Alliance  Partners  to  create  easy-to-implement  solutions  that  help  coldset 
web  printers  surpass  their  color  reproduction  goals  while  significantly  lowering 
operating  expenses.  Combining  best-in-class  CtP  plates  with  the  best  available 
workflow  management  systems,  computer-to-plate  devices  and  color  management 
tools  allows  newspaper  companies  to  enhance  throughput,  increase  print  advertis¬ 
ing  revenue  and  generate  more  color-critical  commercial  projects.The  industry's 
most  experienced  service  and  support  team  backs  every  package  of  plates,  technol¬ 
ogy  and  service  we  put  together. 


How  We  Are  Different 

We  are  constantly  growing.  Organic  growth  and  targeted  acquisitions  form  the 
foundation  of  Southern  Lithoplate's  long-range  strategy.  Over  the  past  several  years. 
Southern  Lithoplate  has  invested  in  the  acquisitions  of  3M/lmation's,Citiplate's  and, 
most  recently,  Konica  Minolta's  manufacturing  assets  and  intellectual  property  to 
complement  our  continuing  investment  in  our  technologies,  plants,  products, 
quality  process  and  personnel.This  aggressive,  intelligent  approach  guarantees  the 
fastest  possible  response  to  technology  and  support  needs  in  the  newspaper  and 
commercial  printing  markets. 


Testimonial/Current  Clients 

"Southern  Lithoplate  has  been  our  sole  plate  supplier  for  more  than  1 9  years,"  notes 
Jay  Frizzo,  President/COO  of  Paducah,  Ky.-based  Paxton  Media  Group's  Newspaper 
Division. 


In  2006,  Paxton  Media  embarked  on  a  multi-site  conversion  from  analog  technology 
to  comprehensive  prepress  solutions  sourced  by  Southern  Lithoplate. 


"Ours  is  a  mutually  beneficial  relationship  built  on  the  trust  of  time  and  a  genuine 
respect  these  two  family-owned  companies  have  for  each  other,"  Frizzo  says."Our 
future  success  is  dependent  on  having  business  partners  like  SLP  that  provide  their 
expertise  and  commitment  of  excellence  to  our  company." 


Business  Directory 


DESIGN  I  PRINT  I  DELIVERY- 


PRINTSOURCE 

- A  DIVISION  OF  TRIB  TOTAL  MEDIA 


PrintSource 

202  Falcon  Lane, 
Tarentum,  PA  1 5084 
Contact:  Bill  Cotter 


Fax:  41 2.871. 2351 

E-mail: 

bcotter@tribweb.com 

Website: 


Phone:  41 2.871 .2304  www.tribtotalmeclia.com 


Who  We  Are 

PrintSource,  a  division  of  Trib  Total  Media,  Inc,  has  recently  been  established 
to  provide  daily  and  weekly  newspapers  with  a  comprehensive  set  of  services 
including  ad  design,  printing,  packaging  and  delivery,  all  from  one  source  and 
one  location. 

Benefits  to  a  Newspaper 

Regardless  of  a  project's  specifications,  we  trust  our  customers  will  be  satis¬ 
fied  by  the  service,  expertise  and  timeliness  of  our  veteran  team.  With  a  wide 
variety  of  equipment  and  industry  experience,  our  company  can  design,  print 
and  deliver  our  customers' weekly  and  daily  newspapers  from  the  planning 
stage  to  the  finished  piece,  all  to  their  exact  requirements.  We  also  provide  a 
valuable  resource  to  assist  in  navigating  the  ever-changing  postal  regulations 
that  can  often  complicate  the  delivery  process. 


Why  Companies  Choose  You 

PrintSource  provides  a  one-stop  shopping  service  to  daily  and  weekly 
newspapers  with  circulation  from  as  little  as  5,000  to  over  100,000.  We 
are  looking  to  provide  unparalleled  service  to  all  types  of  customers,  large 
and  small. 

How  You  Are  Different 

Clients  can  utilize  PrintSource  to  improve  their  efficiency,  punctuality  of 
product  delivery  and  as  a  cost-savings  resource  with  everything  being 
handled  from  start  to  finish,  under  one  roof. 

PrintSource.  One  call.  One  team.  One  great  solution. 


BetterBNC 


Website:  www.betterbnc.com 

BetterBNC^”  is  the  industry  standard  oniine 
journaiism  contest  piatform. 

Contestant  ManagersM 

Senior  managers  and  editors  control  who  and  what  is 
entered 

Open  CaiP 

Your  best  work  is  “open”  to  a  world  of  entry  opportu¬ 
nities 

User  Scrapbooks 

Contestants  can  save  copies  of  their  best  work  all  year 
long 

BetterBNC  has  been  selected  by  120  newspaper 
associations,  press  clubs  and  broadcaster  groups 
representing  over  20,000  journalists. 

For  more  information,  please  visit 
www.betterbnc.com. 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

E&P  Sales 

(949)  660-6150,  ext.  214 
sales@editorandpublisher.com 


E&P 

EDiTORt-"  Publisher. 


QWl 


By  Nu  Yang 
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Brent 
Morris 

has  been 
named 
publisher  of 
the  Kitsap 
Sun  in 
Bremerton, 
Wash.  For 
the  past 
three  years, 
Morris  has  served  at  Media  Gener¬ 
al's  Northern  Virginia  Media  Group, 
most  recently  as  regional  publisher 
of  World  Media  Enterprises,  a  divi¬ 
sion  of  Berkshire  Hathaway.  In  2008, 
he  was  named  vice  president  of  the 
interactive  division  at  the  Los  An¬ 
geles  Newspaper  Group.  He  also  has 
more  than  a  decade  of  experience 
at  Gannett  newspapers  in  classified 
sales,  digital  sales,  and  digital  prod¬ 
uct  development.  Three  of  those 
years  he  spent  at  The  Olympian  in 
Olympia,  Wash. 


Kent 
E3rmann 

has  been 
elected 
president 
of  the 
Wisconsin 
Newspaper 
Asso¬ 
ciation. 
Eymann  is 
publisher  of  the  Beloit  Daily  News, 
plus  two  shoppers  and  a  quarterly 
business  journal.  He  has  served 
the  WNA  board  of  directors  since 
2006  and  has  chaired  the  associa¬ 
tion's  sales  advisory  committee 
since  early  2005.  Eymann  joined 
the  Beloit  Daily  News  in  1992  as 
advertising  director  and  was  named 
publisher  in  1994.  Eymann  succeeds 
Steve  Dzubay,  publisher  of  the 
Hudson  Star  Observer,  River  Falls 
Journal,  New  Richmond  News,  and 
Pierce  County  Herald. 


Digital  First  Media  has  hired  Kevin 
Corrado  as  president  and  publisher  of 
New  England  Newspapers,  Inc.,  and 
appointed  Edward  Woods  as  regional 
vice  president  of  sales  for  New  England 
Newspapers,  Inc.  Corrado  most  recently 
served  as  president  and  publisher  for  the 
Green  Bay  Press-Gazette,  the  Manitowoc 
(Wis.)  Herald  Times  Reporter,  and  Bay 
Publications.  He  replaces  Andy  Mick, 
who  has  retired.  Woods  currently  serves 
as  publisher  of  the  Vermont  group, 
which  includes  The  Bennington  Ban¬ 
ner,  The  Brattleboro  Reformer,  and  The 
Manchester  Journal.  He  will  retain  those 
responsibilities  in  addition  to  his  new 
role.  Woods  joined  MediaNews  Group 
in  2005.  Before  that,  he  held  various 
advertising  leadership  positions  with 
Gannett  and  Journal  Register  Co. 
Donald  W.  Bailey  has  been  named 
president  and  publisher  of  The  Telegraph 
in  Macon,  Ga.  He  most  recently  served 
as  president  and  publisher  of  The  Times 
in  Shreveport,  La.,  since  January  2012. 
He  was  president  of  The  Augusta  (Ga.) 
Chronicle  from  2004  until  2011.  Bciiley 
replaces  George  McCanless,  who  left 
the  newspaper  in  January. 

Adam  Symson  has  been  promoted  to 
senior  vice  president  of  the  E.W.  Scripps 
Co.  He  has  served  as  the  company’s 
chief  digital  officer  since  2011.  Symson 
began  his  career  as  an  investigative 
producer  at  CBS  television  stations  in 


Los  Angeles  and  Chicago,  as  well  as  the 
Scripps  ABC  affiliate  in  Phoenix  before 
joining  the  Scripps  corporate  operation 
in  2003.  In  2008,  he  was  named  vice 
president  for  interactive  in  the  Scripps 
television  division.  In  2011,  he  took  over 
responsibility  for  all  of  the  E.W.  Scripps 
Co.’s  digital  businesses. 

The  Boston  Globe  has  announced  a  re¬ 
alignment  of  top  editors  at  the  newspa¬ 
per.  Caleb  Solomon,  managing  editor 
for  the  past  five  years,  will  become  man¬ 
aging  editor/digital.  Chris  Chinlund, 
deputy  managing  editor  for  news  opera¬ 
tions,  will  become  managing  editor/ 
news.  Mark  Morrow,  deputy  managing 
editor  for  Sunday  and  projects,  will  be¬ 
come  senior  deputy  managing  editor. 

Scott  Vance  has  been  promoted  to  dep¬ 
uty  managing  editor  of  The  Washington 
Post,  with  responsibility  for  driving  daily 
news  coverage  online  and  in  print.  Since 
2009,  he  has  been  the  Post’s  news  editor. 
Before  joining  the  Post  in  1995,  he  spent  a 
decade  as  a  reporter  and  editor  at  The  De¬ 
troit  News.  He  will  be  joined  by  Barbara 
Vobejda  and  Eric  Rich.  Vobejda  will 
take  on  an  enhanced  role  as  news  editor. 
Rich  will  take  on  the  title  Universal  Desk 
editor  and  continue  to  supervise  the  topic 
editors  and  homepage  team. 

Triffon  G.  Alatzas  has  been  named  ex¬ 
ecutive  editor  and  a  senior  vice  president 
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of  the  Baltimore  Sun  Media  Group.  He 
will  lead  the  newspaper,  its  websites 
and  other  digital  platforms,  as  well  as 
its  community  newspapers  and  maga¬ 
zines.  He  succeeds  Mary  J.  Corey,  who 
died  in  February  after  a  long  battle  with 
cancer.  As  head  of  digital  media  since 
2010,  Alatzas  oversaw  the  Sun's  website 
and  other  electronic  platforms.  Alatzas 
joined  the  Sun  as  an  assistant  business 
editor  in  2002. 


Ragan  Robinson  has  been  named 
news  editor  at  Gaston  Gazette,  covering 
Gaston  County,  N.C.  She  will  edit  sto¬ 
ries,  help  plan  local  news  coverage,  and 
gauge  community  interest.  Robinson 
previously  served  as  the  paper’s  business 
editor  since  2010. 


Brendan  Moran  has  been  named  week¬ 
end  editor  of  wsj.com.  He  joined  the  site 
in  2010  at  the  night  news  desk  and  later 
served  on  the  daytime  team.  Moran  also 
has  served  as  executive  editor  at  Current 
Publishing  and  a  reporter  at  the  Lewis¬ 
ton  (Maine)  Sun  Journal. 


Steve  Gunn  has  been  named  editor 
at  The  Capital  in  Annapolis,  Md.  and 
Capital  Gazette  Communications.  He 
oversees  the  daily  newspaper,  website, 
and  several  other  publications.  Gunn 
previously  served  as  director  of  strategic 
projects  and  audience  development  at 
The  Charlotte  (N.C.)  Observer. 


Peter  Bohan  has  been  named  executive 
director  of  Reuters  America  Service,  the 
agency’s  domestic  news  product  for  U.S. 
media.  As  founding  editor  of  the  service, 
Bohan  will  be  responsible  for  expanding 
its  business  for  newspapers,  broadcasters, 
and  online  publishers.  He  joined  Reuters 
as  a  reporter  in  Chicago  in  1983  and 
worked  as  an  editor  in  Hong  Kong  and 
bureau  chief  in  Singapore  before  spend¬ 
ing  a  decade  as  commodities  editor  cov¬ 
ering  the  Americas.  In  2004,  he  became 
Midwest  bureau  chief  and  added  the  role 
of  Reuters  America  editor  in  2010. 


J^Sonderman 

has  been  named 
deputy  director 
of  The  American 
Press  Institute^ 
Sondermanwas 
most  recently 
the  digital  media 

fellow  at  The  Poynter  Institute.and 
previously  worked  as  managing  editor 
of.tbd.com,  a  now-defunct  digital  news 
operation  in  Washington,  D.C.  At  API, 
Sonderman  will  explore  how  digital 
technology  can  be  used  to  develop  ad¬ 
ditional  revenue  sources  for  nev^s  me¬ 
dia  and  to  create  new  best  practices  for 
newsgathering.  He  will  act  as  a  liaison 
to  training  partners,  including  Poyn¬ 
ter,  and  help  shape  the  research  and 
educational  work  of  API.  Sonderman 
began  his  career  as  a  business  writer  at 
The  Scranton  (Pa.)  Times- Tribune. 

Robert  M.  Krasne 

has  been  named 
president  and 
publisher  of  the 
organization, 
which  publishes 
the  Intelligencer 
Journal/Lan¬ 
caster  New  Era 
and  the  Sunday 
News  as  well  as 
lancasteronline. 
com.  In  addition, 
Nancy  Fisher  has 
been  promoted 
to  vice  presi¬ 
dent  of  finance  and  administration. 
Fisher  previously  served  as  director 
of  finance.  She  began  her  career  at 
Lancaster  Newspapers  in  1999. 

Charles  N.  Dswis  has  been  named 
dean  of  the  University  of  Georgia's 
Grady  College  of  Journalism  and  Mass 
Communication,  effective  July  1.  He  is 
currently  a  professor  at  the  Univer¬ 
sity  of  Missouri  School  of  Journalism 
and  facilitator  for  its  Media  of  the 


Future  Initia¬ 
tive.  Davis  joined 
its  faculty  in 
1999  and  served 
as  chair  of  the 
editorial  depart¬ 
ment  from  2003 
to  2005.  Davis 

also  has  served  as  executive  director 
of  the  National  Freedom  of  Infor¬ 
mation  Coalition,  and  as  executive 
director  of  the  Freedom  of  Infor¬ 
mation  Center  at  the  University  of 
Missouri.  Lancaster  Newspapers,  Inc., 
in  Lancaster,  Pa.  has  announced  the 
appointment  and  promotions  of  key 
positions  in  its  newspaper  holdings. 

Lucy  Brown 
Minn  has  been 
named  presi¬ 
dent  of  United 
Communica¬ 
tions  Corp.  She 
assumes  the 
position  from 
Elizabeth  K.  Brown,  who  will  retain 
her  position  as  chairman  of  the  UCC 
board.  UCC  owns  and  operates  print, 
broadcast,  and  digital  enterprises  in 
New  York,  Massachusetts,  Wiscon¬ 
sin,  Illinois,  Minnesota,  and  South 
Dakota.  Since  1994,  Brown  Minn  has 
been  chief  executive  officer  of  Lupe 
Development  Partners. 

Cathy  Taylor  has 

been  named  bu¬ 
reau  chief  of  The 
Orange  County 
(Calif.)  Register's 
newly  formed 
Washington,  D.C. 
bureau.  Taylor 
worked  for  the  Register  from  1983  to 
2011,  serving  as  a  reporter,  editor,  and 
columnist  before  leaving  the  company 
to  accept  a  position  at  Washington, 
D.C.-based  Eagle  Publishing  as  editor 
of  Human  Events,  a  national  weekly 
publication.  In  her  new  role,  Taylor  will 
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provide  deeper  enterprise  report¬ 
ing  on  the  economy,  immigration,  job 
creation,  and  public  policies  that  affect 
the  health  and  welfare  of  Orange 
County  residents. 


HJoe  Territo  has 

been  named 
senior  vice 
president  of 
content  and  user 
engagement  of 
Penton,  pub¬ 
lisher  of  specialty 
business  newspapers.  This  is  a  new 
executive  position  created  to  acceler¬ 
ate  innovation  around  the  digital  user 
experience  for  all  Penton  brands.  Ter¬ 
rito  most  recently  served  as  executive 
director  of  content  for  Advance  Digital. 

Andy  Eads  has 

been  named 
publisher  of  the 
Wabash  (Ind.) 
Plain  Dealer.  He 
replaces  Linda 
Kelsay,  who  is 
now  publisher  of 
the  Marion  (Ind.)  Chronicle- Tribune, 
succeeding  Neal  Ronquist.  In  addi¬ 
tion,  Eads  is  publisher  of  the  Hun¬ 
tington  (Ind.)  Herald-Press.  He  has 
been  employed  by  Paxton  Media 
Group,  which  owns  the  Plain  Dealer 
and  Herald-Press,  for  12  years.  He 
spent  seven  years  as  a  sales  repre¬ 
sentative  and  advertising  director 
for  the  Plain  Dealer. 


Bill  Buley  has 

been  named 
editor-in-chief 
of  The  Garden 
Island  in  Lihue, 
Hawaii.  Buley  be¬ 
gan  his  journal¬ 
ism  career  at  the 
Forks  (Wash.)  Forum,  where  he  wrote 
and  designed  most  of  the  editorial 
content.  He  went  on  to  become  man¬ 


aging  editor  of  the  Bonner  County 
Daily  Bee  in  Sagle,  Idaho.  For  the  past 
18  years,  Buley  has  been  city  editor 
of  the  Coeur  d'Alene  (Idaho)  Press. 
Buley  has  been  recognized  with 
awards  from  the  Society  of  Profes¬ 
sional  Journalists  for  his  writing  and 
photography. 


Steve  Gunn  has 

been  named 
editor  of  Capital 
Gazette  Com¬ 
munications  in 
Annapolis,  Md. 

He  replaces  Tom 
Marquardt,  who 
retired  at  the  end  of  December.  Gunn 
will  oversee  all  of  the  company's 
news  products,  including  The  Capital, 
the  Maryland  Gazette,  the  Crofton- 
West  County  Gazette,  the  Bowie 
Blade-News,  Capital  Style  magazine, 
and  capitalgazette.com.  Gunn  most 
recently  served  at  the  Charlotte  Ob¬ 
server  as  director  of  strategic  projects 
and  audience  development.  He  also 
has  experience  at  Newsday  in  New 
York,  the  Dallas  Times  Herald,  and  the 
Kansas  City  (Mo.)  Star. 

KenDetlethas 

joined  The  As- 
sodated  Press  as 
vice  president  for 
digital  advertis- 
ing  strategy  and 
1  sales.  The  position 

/  mtii  I  I  is  a  first  for  the 

global  news  agency  as  it  builds  an 
internal  advertising  team  to  support  a 
growing  line  of  digital  offerings  that  in¬ 
cludes  AP's  mobile  applications,  sports 
miCTOsites,  online  video  channels,  and 
sodal  network  accounts.  Detlet,  a  vet¬ 
eran  of  the  digital  advertising  industry, 
most  recently  led  sales  and  marketing 
for  Maskable,  where  he  direded  sales 
for  Ziff  Davis,  Inc.,  and  led  national  sales 
for  Gannett  Digital.  He  also  spent  more 
than  15  years  at  Dow  Jones. 


Steve  Coll  has  been  appointed  dean  of 
Columbia  University’s  Graduate  School 
of  Journalism,  effective  July  1.  Coll 
replaces  Nicholas  Lemann,  who  has 
served  as  dean  since  2003.  Coll  most 
recently  served  for  five  years  as  presi¬ 
dent  of  The  New  America  Foundation. 
In  1985,  Coll  joined  The  Washington 
Post  as  a  general  assignment  feature 
writer  and  over  the  next  20  years  served 
as  a  foreign  correspondent  and  senior 
editor,  culminating  in  his  tenure  as 
managing  editor  from  1998  through 
2004.  He  received  his  first  Pulitzer 
Prize  in  1990  for  explanatory  journal¬ 
ism  and  his  second  in  2005  for  general 
non-fiction. 

Tammy  Helm  has  been  named  man¬ 
aging  editor  at  The  Fort  Scott  (Kan.) 
Tribune.  She  previously  spent  four  years 
as  a  reporter  at  the  Lebanon  (Mo.)  Daily 
Record.  Before  that,  she  was  an  editor  at 
the  Corydon  (Iowa)  Times-Republican 
for  13  years. 

Catherine  Dettloflfhas  been  named 
digital  agency  director  at  Internet  Broad¬ 
casting,  a  provider  of  digital  publish¬ 
ing  technology  and  services  for  media 
companies.  Dettloflf  returns  to  IB  from 
Mediaspace  Solutions,  where  she  was 
director  of  digital,  overseeing  the  agency¬ 
wide  development  of  a  digital  platform. 
Previously,  Dettloflf  held  positions  as  a  se¬ 
nior  media  buyer  at  Marketing  Architects 
and  as  a  senior  project  manager  at  Irdeto. 
Prior  to  that,  Dettloflf  spent  eight  years  in 
key  roles  at  IB,  including  sales  production 
manager  and  sales  operations  manager. 

Greg  Running  has  been  promoted  to  na¬ 
tional  sales  manager,  Canada  at  Kodak. 
Running  has  more  than  20  years  in  the 
graphic  arts  industry  and  most  recently 
served  as  a  Kodak  sales  specialist,  selling 
workflow,  prepress,  and  digital  printing 
solutions  throughout  Canada.  In  his  new 
role.  Running  is  responsible  for  manag¬ 
ing  Kodak’s  commercial  sales  team  in 
Canada,  representing  the  full  portfolio  of 
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digital  printing  equipment,  digital  pre¬ 
press,  workflow,  and  consumables. 

Chuck  Irons  has  been  named  interna¬ 
tional  sales  manager  with  QuadTech, 
Inc.  Irons  will  oversee  the  sales  efforts  of 
the  technology  leader  worldwide,  with 
the  exception  of  the  Americas.  He  brings 
more  than  33  years  of  printing  indus¬ 
try  experience  to  his  new  role,  having 
previously  held  positions  with  Contiweb, 
Heidelberg,  and  Goss  Inti. 

Jim  MacMillan  has  joined  the  Center 
for  Public  Interest  Journalism  as  as¬ 
sistant  director,  where  he  will  focus 
on  new  programs  and  community 
development.  MacMillan  comes  from 
the  Lang  Center  for  Civic  and  Social 
Responsibility  at  Swarthmore  Col¬ 
lege.  Previously,  MacMillan  was  an 
assistant  professor  at  the  University 
of  Missouri  and  taught  journalism 


courses  at  New  York  University  and 
Temple  University.  Until  2008,  Mac¬ 
Millan  was  the  senior  photographer  at 
the  Philadelphia  Daily  News,  and  he 
was  the  Baghdad  staff  photographer 
for  The  Associated  Press  team  that 
was  honored  with  the  2005  Pulitzer 
Prize  for  breaking  news  photography. 

The  E.W.  Scripps  Co.  has  announced  a 
number  of  changes  to  the  composition 
of  the  board  of  directors,  which  will  be 
elected  at  the  annual  meeting  of  share¬ 
holders  on  May  1.  Nackey  E.  Scagliotti, 
a  director  since  1999  and  chair  since 
2008,  will  retire  after  the  annual  meet¬ 
ing  and  will  not  stand  for  re-election. 
Rich  Boehne,  who  has  been  chief  execu¬ 
tive  officer  and  a  director  since  2008, 
will  replace  Scagliotti  as  the  board’s 
chair.  Kelly  Conlin,  chairman  and  chief 
executive  officer  of  NameMedia,  has 
been  nominated  as  a  director  and  will 


stand  for  election  by  the  Common  Vot¬ 
ing  shareholders  at  the  May  1  meeting. 

Rick  Berke  has  been  named  senior 
editor  and  director  of  video  at  The 
New  York  Times.  Since  joining  the 
Times  in  1986,  he  has  served  as  na¬ 
tional  editor  and  assistant  managing 
editor,  where  he  oversaw  the  features 
department  and  weekly  sections,  as 
well  as  political  coverage. 

John  Temple  has  resigned  as  manag¬ 
ing  editor  of  The  Washington  Post.  He 
joined  the  Post  in  2012.  Previously, 
Temple  served  as  editor  and  pub¬ 
lisher  of  the  Rocky  Mountain  News  in 
Denver,  a  former  vice  president  of  the 
E.W.  Scripps  Newspaper  group,  and  as 
founding  editor  and  general  manager  of 
Honolulu  Civil  Beat,  an  online  news  site. 
At  the  Post,  he  oversaw  the  paper’s  local 
coverage  and  digital  initiatives. 
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MAINTENANCE  TECHNICIAN 

The  PRESS  MECHANICAL  TECH  has 
the  primary  responsibility  for  per¬ 
forming  preventative  maintenance 
and  repair  for  the  Pressroom  and  as¬ 
sociated  equipment.  Must  be  multi- 
skilled  specializing  in  the  mechanical 
aspects  of  maintenance  and  repair 
but  not  be  limited  to  those. 

•  Must  be  able  to  work  flexible  hours 
as  needed 

•  Cover  production  shift  alone  to 
support  press  operations 

•  Performs  preventive  maintenance 
on  all  production  equipment 

•  Performs  ink  rail  settings  and 
adjustments 

•  Adjusts  Reel  Tension  Panels  (RTP) 

•  Operates  and  maintains  gamma 
systems  for  presses 

•  Performs  cylinder  impressions  on 
mono  units. 

•  Performs  cylinder  impression 
settings  for  3-color  units 

•  Performs  gear  timing  on  all  presses 

•  Perform  complete  rebuild  of  folder 
components  (e.g.  spider  assembly) 

Required  Experience: 

•  Requires  the  willingness  to  work 
flexible  hours  Including  overtime 
that  may  include  nights  weekends 
and  holidays  so  that  staffing 
remains  at  a  constant  and 
necessary  level 

•  Computer  literate  with  use  of 
standard  programs  (e.g.  Microsoft 
Office) 

Requires  a  minimum  of  twenty  (20) 
years  work  experience  in  printing  op¬ 
erations 

Additional  Comments: 

The  Austin  American-Statesman  is  an 
Equal  Opportunity  Employer  and  a 
Drug  Free  workplace. 

Apply  online  at: 
wYfw.statesman.eom 
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and  receive  a  free 
full  color  upgrade  at 
no  additional  charge. 


For  more  information  or  to  place  an  ad, 
call  Jon  Sorenson  at 

1-800-887-1615 


M  E  D  I  A  S  PAN 

Product  Manager 

MediaSpan,  dynamic,  Ann  Arbor-based  Software  Company  has  an  immediate  opportunity  for  a  Product  Manager  in  its 
Product  Development  group. 

About  Us 

MediaSpan  powers  digital  content  management  and  online  marketing  solutions  for  the  world's  leading  media  compa¬ 
nies,  including  Gannett,  Advance  Publications,  Australian  Radio  Network,  Citadel/ABC  Radio  and  Sun  Media.  Over  3,000 
local  newspaper,  radio  and  television  properties  leverage  our  digital  content  management,  online  marketing,  web  pub¬ 
lishing  e-commerce  and  online  promotional  solutions. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires  professional  excellence  and  encourages  success 
by  providing: 

•  A  competitive  compensation  package. 

•  Professional  development. 

•  Excellent  benefits  including  401  (k). 

Role  Summary 

This  position  will  work  as  part  of  a  team  to  deliver  solutions  for  the  Product  Development  Group,  focusing  on  the  direc¬ 
tion  and  management  of  their  product  line. 

Essential  Responsibilities 

■  Managing  the  entire  product  line  life  cycle  from  strategic  planning  to  tactical  activities. 

•  Specifying  market  requirements  for  current  and  future  products  by  conducting  market  research  supported  by  on-going 
visits  to  customers  and  non-customers. 

•  Driving  a  solution  set  across  development  teams  (primarily  Development/Engineering,  and  Marketing 
Communications)  through  market  requirements,  product  contract,  and  positioning. 

■  Developing  and  implementing  a  company-wide  go-to-market  plan,  working  with  all  departments  to  execute. 

■  Analyzing  potential  partner  relationships  for  the  product. 

•  The  success  (high  quality,  on  time,  on  budget)  of  the  programs  /  projects  reporting  to  him  /  her. 

•  Structuring  the  overall  project  plan,  budget,  schedule,  and  staffing  requirements. 

•  Provide  weekly  status  reports,  project  tracking  updates,  and  overall  assessments  to  senior  management  and  team. 

•  Ensure  entire  project  team  is  aware  of  progress  through  face-to-face  communications. 

Qualifications  and  Requirements 

The  ideal  candidate  will  have  experience  in  a  fast-paced  online  environment,  experience  working  with  media  clients  and 
advertisers,  a  head  for  business  as  well  as  technology  and  a  drive  to  move  into  progressively  more  challenging  roles. 

Required  Qualifications 

•  Bachelor's  Degree  in  business,  computer  technology,  communications  or  related  field 

•  2-3  years  of  product  management  experience,  from  concept  to  delivery. 

■  Proven  track  record  for  staying  within  budget  and  meeting  deadlines. 

•  Team-oriented  experience  highly  desired. 

•  Knowledge  and  experience  developing  large  projects  and  managing  diverse  teams. 

•  Work  effectively  with  senior-level  executives  and  have  significant  client-interfacing  experience. 

•  Stays  current  with  rapidly  changing  technology  and  applies  it  to  business  needs. 

■  Very  good  communication  skills  with  ability  to  communicate  technical  information  to  both  technical  and  non-technical 
audiences. 

Required  Characteristics 

•  Self-motivated. 

•  Strong  commitment  to  the  delivery  of  high  quality  products. 

•  Strong  interpersonal  skills,  maturity,  good  judgment  and  capability  of  communicating  with  a  diverse  range  of  individuals. 

•  Demonstrated  ability  to  lead  people  and  get  results  through  others. 

•  Ability  to  think  ahead  and  plan  over  a  1  -2  year  time  span. 

•  Demonstrated  ability  to  think  creatively  and  innovatively. 

•  Outstanding  written  and  oral  presentation  skills. 

’  Exceptional  organizational  dexterity. 

Required  Technical  Skills 

•  Experience  creating  business  plans. 

■  Experience  writing  use  cases. 

■  Experience  developing  /  managing  project  plans. 

•  Proficient  in  Word,  Office,  PowerPoint,  and  Project  or  equivalents. 

•  Experience  using  issue  tracking  systems. 

•  Strong  experience  in  all  aspects  of  the  software  lifecycle. 

Other  Skills  That  Will  Definitely  Pique  Our  Interest 

•  Experience  working  in  an  Agile  environment. 

•  Experience  with  CMS  (Content  Management  Systems). 

•  Experience  with  multi-channel  publishing  (Web,  Mobile,  Tablet,  etc.). 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to  recruiting@medkispan^roup.eom 
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Shoptdik  /  commentary 


Print  Best 

what  is  your  content  strategy? 


By  Robert  Brown 

For  the  past  five  years,  my 

oi^anization,  similar  to  many 
of  your  companies,  has  been 
deeply  engaged  in  developing  new 
capabilities,  more  efficient  business 
praxrtices,  and  a  sound  business  model 
in  planning  for  the  future  of  our  news 
organizations.  The  majority  of  our 
development  resources,  both  people 
and  financial,  have  been  invested  in 
the  emerging  digital  business,  which 
has  been  tagged  by  Clark  Gilbert,  chief 
executive  officer  of  Deseret  Digital 
Media,  as  “Transformation  B.” 

At  a  recent  Local  Media  Association 
board  retreat,  the  members  of  the 
board  had  a  lively  discussion  around 
the  importance  of  both  Transforma¬ 
tion  A,  the  development  and  improve¬ 
ment  of  our  print  business,  along 
with  the  need  for  dedicated  effort 
and  resources  for  the  investment  in 
Transformation  B,  the  new  model, 

“our  digital  business.” 

How  many  of  us  have  been  focused 
solely  on  Digital  First  or  Digital  Best 
but  perhaps  at  the  expense  of  Print 
Best?  What  have  we  been  doing  to 
assess  our  customers’  interests  and  the 
value  they  derive  from  our  print  prod¬ 
ucts?  What  unstated  wants  or  needs 
are  not  being  fulfilled,  because  we 
haven’t  invested  the  talent,  time,  and 
finances  to  allow  our  print  business  to 
evolve  (and  maybe  even  improve)? 

During  our  annual  meeting  last  May, 
Gilbert  emphasized  one  of  his  foun¬ 
dational  tenants  at  DDM;  content 
strategy.  “Differentiate  your  content, 
invest  where  you  can,  and  be  the  best 


in  the  world,”  he  said. 

For  DDM,  that  strategy  is  in  six  con¬ 
tent  pillars  that  DDM  sees  as  key  to 
winning  with  its  target  audience.  It  is 
in  those  areas  that  DDM  invests  to  win 
in  both  print  and  digital.  Just  recently, 
the  Deseret  News  was  recognized  by 
the  Alliance  for  Audited  Media  as  the 
second  fastest  growing  newspaper  in 
the  U.S.  for  increasing  circulation  15.4 
percent.  The  industry’s  recognized 
innovation  leader  in  the  digital  media 
transformation  is  also  leading  in  our 
legacy  enterprise,  print. 

So,  what  is  a  content  strategy,  and 
how  do  we  apply  it  to  many  of  our 
small  community  newspaper  enter¬ 
prises?  For  most  of  history,  we  have 
been  a  general  news/interest  medium. 
We  have  embraced  a  broad  focus,  and 
while  being  the  best  in  local  news, 
we  have  not  driven  ourselves  to  be 
world  class  in  the  desired  content 
areas  for  our  communities.  One  of  my 
colleagues  said  it  best:  “What  is  the 
religion  of  living  in  your  community?” 
Not  literally,  but  what  are  people  in 
your  area  passionate  about?  With  laser 
focus,  how  do  we  identify  and  deploy 
resources  to  be  world  class  for  our 
neighbors?  This  seems  like  a  simple 
task;  however,  choosing  what  to  focus 
on  means  we  must  give  up  many  of 
the  activities  and  interest  categories 
that  have  served  us  in  the  past.  That 
is  where  I  find  the  greatest  resistance 
and  challenge  in  moving  our  enter¬ 
prises  and  industry  forward. 

One  personal  experience  that  rein¬ 
forced  the  power  of  content  focus/ 


strategy  was  how  one  of  my  daily 
newspapers  tackled  the  challenge  of 
falling  revenue.  In  2010,  this  operation 
was  considering  reducing  publication 
days.  The  staff  analyzed  the  profit¬ 
ability  by  day  and  determined  Monday 
and  Tuesday  were  the  dogs.  Instead  of 
choosing  to  shutter  those  days,  they  at¬ 
tacked  the  problem  by  refocusing  and 
developing  content  strategies  based  on 
key  interests  in  the  community.  They 
decided  they  would  own: 

LOCAL  BUSINESS  Monday 

HEALTH  AND  WELLNESS  Ihesday 
FARM  TO  TABLE  Wednesday 

FUN  AND  LIVING  Thursday  and  Friday 
EDUCATION  Saturday 

LOCAL  NEWS  Sunday 

Each  day’s  newspaper  design  and 
content  (on  page  1)  leads  with  this 
focus.  In  simple  terms,  Monday  and 
Tuesday,  which  were  the  two  lowest 
readership  days  and  previously  finan¬ 
cial  losers,  transformed  over  two  years 
to  become  the  second  and  third  best 
performing  days  of  the  week.  In  doing 
so,  the  new  strategy  lifted  all  boats, 
so  to  speak,  and  all  other  publication 
days  increased  readership  and  profits. 

So  what  is  the  “religion”  where  you 
live,  and  how  is  your  media  company 
serving  the  community’s  interests  and 
needs  while  delighting  them  through 
a  laser  focus  in  which  we  provide  the 
best  print  product  available?  Ask  your 
editors/publishers  this  question:  What 
is  your  content  strategy?  If  it  takes 
more  than  one  page  to  describe,  there 
is  likely  work  to  be  done.  ■ 

Robert  Brown  is  president  of 
Swift  Communications  and 
director  of  the  Local  Media 
Association.  This  column 
originally  ran  in  the  March 
edition  q/Xocal  Media  Today. 
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AMP  UP 

your  advertising 


AdManagerPro  5  has  over  500  new  features  and 
enhancements!  Manage  your  advertisers  and  sales  team, 
report,  publish,  and  centralize  operations  in  an  easy-to-use 

browser-based  system. 

Let  us  show  you  how  our  SaaS  or  self-hosted 
systems  can  start  saving  and  making  you  more  money 

TODAY! 


Contact  us  for  a  demo! 

info@mediaspangroup.com 
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